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ABSTRACT 
The focus of this study is Vitasoy International Holdings packaging and branding 
issues for the emerging children's beverage market in the Guangzhou Province of the 
People's Republic of China. The need for this study was prompted by initial 
observations of a lack of consistency and strong branding of Vitasoy products on the 
shelves of several Guangzhou food and beverage retail outlets. The study uses supporting 
literature to establish the importance of the branding of products for the China market as 
well as presenting an overview of the various market segments that Vitasoy products 
compete in. The children's beverage market is then distilled from these market segments 
in order to observe the potential of the children's line in these segments. 
The strength of this project lies in the primary research, which was obtained from 
a market survey of over 300 respondents. The questions for the survey were based on a 
focus group of targeted consumers of Vitasoy's children beverage products. The survey 
provided first hand information regarding the market sentiment towards the VITASOY 
and VITA brand names as well as consumer preferences for children beverage packaging. 
The survey respondents provided previously unknown factors that were effecting the 
market environment such as the perception that Vitasoy is actually a fresh milk product 
with soybean extract added instead of an actual soybean milk product. The insight 
gained from the survey lead to a set of recommendations tailored towards Vitasoy's 
125ml tetra-pak children's beverage line. 
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Vitasoy International Holdings is the largest producer and distributor of 
non-carbonated beverages in Hong Kong. Seeing the rapid changing and 
competitive environment, Vitasoy strives to expand internationally to cultivate new 
markets as well as to secure a leading position. In 1994，the Group established its 
production line in Shenzhen in order to take advantage of the growing market in 
China. Currently, the Group is offering a variety of products in many provinces 
including soybean milk, fresh milk, tea drink, distilled water, and fruit juice and are 
basically under the two brands names VITASOY and VITA. 
Emerging Market 
Sales have been growing gradually in this market but the Group is considering a 
more aggressive strategy given that market competition will intensify after China 
enters into the WTO. Vitasoy was quick to recognize the emerging market segment 
for children's beverages. As a result they began producing a range of 125ml tetra pak 
products targeted towards children. Sales of these products have been increasing, 
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however, Vitasoy is now interested in fine-tuning their strategy in order to capture a 
larger share of the market segment. 
The Issues 
The 125ml children's line consists of six different products and is under either 
the VITASOY or the VITA brand name. Four flavors are under the brand VITA and 
they are the Orange Juice Drink, the Blackcurrant Juice Drink, the Strawberry 
Flavored Calcium Yogurt Drink, and the Yogurt Flavored Drink. The other two 
flavors are the original Vitasoy and the Chocolate Flavored Vitasoy and both of them 
are under the brand VITASOY. 
Historically, the packaging for all the children line products was designed 
according to their “parent” package in order to maintain the consistency and to 
generate associativeness. This form of parent-and-child packaging relationship has 
been successful because it captures the mind-set of the majority of the buyers. 
Mothers or the grandparents are eager to buy something tiny and cute for their 
children but more importantly; this form of packaging is able to match the cognitive 
behaviors of the children (imitating the elder's behavior by consuming the same type 
of drink). Yet this kind of vertical packaging design relationship becomes a complex 
issue as the variety of the flavors increases. Customers may have different perceptions 
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towards the two brands and this may cause confusion and even frustration with the 
children's line (horizontal inconsistency). Since China is entering the WTO and is 
becoming more open to foreign investors, it is foreseeable that maintaining a strong 
brand image will definitely be an advantage for the company to compete in the future 
and so the Group is planning to re-launch its children line with a new package that 
will utilize the brand image from the two brands. In other words, the future 125ml 




VITASOY INTERNATIONAL HOLDINGS LIMITED 
The History 
Established in 1940 by Dr. K.S. Lo, Vitasoy was a pioneer in modernizing the art 
of consumption of ready to drink soybean milk, otherwise known as "the cow of 
China" - the main source of protein for the Chinese people for several thousand years. 
Dr. Lo's mission was to provide a nutritious, high protein soybean milk drink at a 
price people could afford to fight the widespread diseases of malnutrition such as 
pellagra and beriberi in Hong Kong. In the opening ceremony of The Hongkong 
Soy Bean Products Co. Ltd. on March 9, 1940, Dr. Lo said: 
“What is wanted in the colony to-day is a source of supply of nutritious food 
which is cheap enough to be within the reach of the masses; and, if we can 
meet a part of this urgent need, one of our main objects will have been 
achieved.” 
Sales were not strong on the first day as only nine bottles were sold. Since the 
product was delivered fresh door-to-door by boys on bicycles, it had to be sold at once 
or it would spoil, consequently growth of the business was limited. In 1941, sales 
were only about 1,000 bottles a day. Noticing the constraints, Dr. Lo re-launched 
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VITASOY and sold through retail outlets, with the aim to increase the reach to the 
masses. Sales boomed and a classic brand was bom. 
Management Structure 
Board of Directors 
Executive Chairman - Mr. Winston Yau-Lai LO, aged 59, was appointed a 
Director of the company in 1972 and has held the position of Managing Director of 
the Company since 1978. Mr. Lo resigned as Managing Director of the Group's 
Hong Kong operation on April 2000 while retaining his role as Executive Chairman 
of the Group. He now concentrates on the long-term strategic development of the 
Group. Mr. Lo is a Hong Kong appointee to the Chinese People's Political 
Consultative Conference. He is also a member of the Advisory Council on Food & 
Environmental Hygiene of the Hong Kong Special Administrative Region and Vice 
President of the Council of Outward Bound Trust of Hong Kong. 
Independent Non-executive Director - Dr. The Hon. David Kwok-Po LI, aged 61, 
was appointed a Director of the Company in 1994. Dr. Li is the chairman and chief 
executive of The Bank of East Asia, Limited. He is the chairman of the Chinese 
Banks' Association, Ltd. and the Hong Kong Management Association. He is a 
member of the Exchange Fund Advisory Committee and the Banking Advisory 
Committee. He is also a member of the Legislative Council of the Hong Kong 
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Special Administrative Region. He serves on the broads of several public listed 
companies in Hong Kong and overseas. 
Independent Non-executive Director - Mr. Eoghan Murray MCMILLAN, aged 
64, was appointed a Director of the Company in 1993. Mr. McMillan was the 
managing partner of Arthur Andersen & Go's practices in Hong Kong and China until 
1993. He also served as chairman of the Hong Kong Futures Exchange and was a 
director of the Hong Kong Futures Exchange Clearing Corporation Ltd. from 1989 to 
1992. He is currently chairman of Rodamco Asia NV and Rodamco Pacific BV, 
director of several companies listed in Hong Kong and director of private and 
Government controlled companies in Hong Kong and Malaysia. 
Non-executive Directors - Mr. Chi-Kian SHIU, aged 68’ was appointed a 
Director of the Company in 1987. Mr. Shiu was a Director of South China Cinema 
& Investment Co. Ltd. with which he had been associated since 1952. 
Non-executive Directors - Ms. Myrna Mo-Ching LO, aged 61, was appointed a 
Director of the Company in 1992. Ms. Lo is a member of the Docent Committee 
and Bishop White Committee of the Royal Ontario Museum in Toronto, Canada. 
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Non-executive Directors - Mr. Frank Yau-Yee LO, aged 60, was appointed a 
Director of the Company in 1977. Mr. Lo joined the Group in 1965 and was 
appointed the Deputy Managing Director in 1978 until March 1997. 
Executive Director - Ms. Yvonne Mo-Ling LO, aged 52, was appointed a 
Director of the Company in 1993. Ms. Lo is the President of the Group's operation 
in the US. She has been responsible for the development of the Group's operations 
in the US since 1980. In April 2000, she was elected the President of the Soyfoods 
Association of North America which represents 60 soy foods companies covering the 
US and Canada. _ 
Executive Director - Mr. Francis Ming-Yin KONG, aged 47, was appointed a 
Director of the Company in 1996. Mr. Kong was appointed the Managing Director 
of the Group's Hong Kong operation in April 2000. He joined the Group in 1978 
and had been in charge of the Company's various departments including research and 
development, project, quality control and international sales. He was appointed the 
Deputy Managing Director of the Company in March 1992. He was appointed the 
Managing Director of the Group's China operation in 1997 prior to his present 
appointment. He is now responsible for the Group's business in Hong Kong and 
export markets. 
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Executive Director — Mr. Eric Fat YU, aged 50, was appointed a Director of the 
Company in 1989. Mr. Yu is currently the Group's Senior Director — Manufacturing 
and Project Management. He had experience in engineering works and project 
management whilst working previously with a number of companies overseas. He 
joined the Group in 1974. He is now responsible for the formulation of the Group's 
manufacturing policy and strategy and is also responsible for the management of the 
Group's new joint venture project. 
Executive Director - Mr. John Shek-Hung LAU, aged 53, was appointed a 
Director of the Company in 1990. Mr. Lau is currently the Group's Senior 
Director - Finance and Administration. He joined the Group in 1988 having worked 
previously with a number of multinational companies both in Hong Kong and 
overseas. He is currently responsible for the finance and administration of the 
Group. 
Innovation and Growth 
In 1953, VITASOY was further improved through the use of new sterilization 
techniques, the product no longer needed refrigeration and business improved again. 
By the mid-50s, annual sales had reached 12 million bottles. In 1962, Vitasoy had 
attracted the attention of UNICEF, the United Nations Children's Fund, who endorsed 
the concept of a high-protein, vitamin-enriched soya bean milk, and encouraged 
developing nations to adopt it as way of fighting malnutrition. 
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Realizing the potential of modern packaging, the Group took a giant step forward 
in 1975 and introduced the first Tetra Brik Aseptic packaging to Hong Kong, 
launching VITASOY and MALT VITASOY in the new package. Tetra Brik 
packaging material is constructed of seven layers of paper and plastic-coated material. 
This packaging, together with UHT (Ultra High Temperature) processing, ensured 
that the products would keep for months with all its flavor and quality maintained. 
Consumers enthusiastically received the convenient, hygienic aseptic packaging and 
sales rose to four million cases a year. 
In 1984, the Group further introduced the 375ml Tetra Brik Aseptic package, 
which was specifically designed for the more robust appetites of the modem 
generation. This package achieved instant success and sales grew rapidly. Due to its 
unique shape and creative consumption method, it became the icon of VITASOY and 
VITA tetra-pak lines. 
The rapid expansion at home and abroad created the need for a much more 
spacious manufacturing base. Consequently, in March 1987, the Group's head office 
was relocated the new plant at Tuen Mun - a plant with HK$100 million investment 
and one of the most advanced production plants in the region. This computerized 
facility is a purpose-built structure of 34,000 square meters, housing the general office, 
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the research & development center, the marketing equipment development division, 
the sales office, engineering, warehousing and an in-house training center. Designed 
to maximize efficiency and ensure the strictest quality control, the Tuen Mun factory 
is capable of producing, packing and dispatching more than 540,000 liters of 
beverages a day, equivalent to over one and a half million packs of drinks. 
In 1979, Ms. Yvonne Lo, daughter of Dr. K. S. Lo丨s, founded Vitasoy USA Inc. 
with the aim to distribute the successful VITASOY and VITA products in North 
America. Sales steadily increased as more and more Westerners grew to appreciate 
the nutritious value of soybean products. 
In early 1994, the Group invested over HK$100 million into a production factory 
in Shenzhen, China. The factory employs 300 local staff and the products are 
distributed to the local and Hong Kong markets. Recognizing the potential of the 
industry, the Group was listed on the Stock Exchange of Hong Kong in the same year 
under the code of 345. 
With a local production of over 18 million cases of beverages per year and gross 
sales in excess of HK$1 billion, the Vitasoy Group is now the largest producer of 
non-carbonated drinks in Hong Kong and one of the leading producers and 
distributors of a wide range of non-alcoholic beverages in Hong Kong. In Hong Kong 
11 
today, the Vitasoy Group has over 10,000 customers, including supermarkets, 
convenience stores, schools, restaurants, bakeries, factories, the police force, the army 
and individual stores - serviced by a sales force of more than 300 people and a sales 
and delivery fleet of over 100 trucks. Elsewhere, the Group has over 1,300 customers 
in Macau. In other markets, the Group's customers principally comprise distributors 
and supermarkets. 
Diversification 
In 1976, VITA was created as an offspring of VITASOY to offer a range of fruit 
juice drinks such as Orange, Mango, Guava and Lime. In 1978, VITA captured over 
30% of market shares in the Hong Kong fruit juice market. A large variety of 
flavors (Blackcurrant Juice Drink, Sugar Cane Juice, Herbal Tea, Chrysanthemum 
Tea, and etc) were introduced due to the great success of the brand extension strategy. 
Moreover, its Lemon Tea flavor, which is the world's first ready-to-drink lemon tea, 
was so well accepted by consumers that it immediately became one of the most 
popular flavors in Hong Kong and remains so today. Traditionally dominated by 
carbonated drinks, VITASOY and VITA have successfully cultivated a new market 
segment for non-carbonated drinks. On the other hand, the Group also launched a 
range of carbonated soft drinks - Cola, Orange, Cream Soda and Lemon Lime under 
the VITA label. 
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In 1979, in a joint venture with the Provincial Government of Guangdong, the 
Group was involved in the expansion of the Shenzhen Guang Ming Dairy Farm. 
Vitasoy brought in a herd of 1,200 New Zealand Friesian cows and began production 
and marketing of the VITA range of fresh milk products, quickly gained a firm 
foothold in the market. Guang Ming currently supplies approximately 55 per cent of 
the fresh milk consumed in Hong Kong every day. The joint venture is regarded as 
being one of the most successful co-operations between China and Hong Kong. In 
1993, the Group's operations in the United States were augmented by the acquisition 
of Azumaya, another manufacturer and distributor of tofu and further enhanced the 
Group's image as a nutritious food & beverage provider. 
Global Expansion 
The late 1970's and early 80's were characterized by the Group's push into 
overseas export markets. Today, VITASOY and VITA products are readily available 
in over twenty overseas markets including the USA, Canada, Europe, Papua New 
Guinea, Australia and Southeast Asia. Accordingly, the group has opened subsidiary 
offices, appointed local distributors and established local manufacturing in key 
markets. Exports now represent more than 20 per cent of the Group's total business. 
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The development of China's consumer markets offers increasing opportunities 
for the Group. With per capita consumption of non-alcoholic beverages in China 
below that of comparable markets such as Hong Kong, current and future market 
potential is considerable. The future will see the sale of Vitasoy products throughout 
the PRC, particularly in Beijing, Shanghai and Guangdong. The Group's Shenzhen 
factory will serve as the initial point for this production. A further production factory 
is planned for one of the northern provinces of the PRC. 
14 
Organizational Structure 
The Group currently holds six subsidiaries worldwide under different names and 
has different principal activities. 
TABLE 1 
SUBSIDARIES OF VITASOY INTERNATIONAL HOLDINGS LTD. 
Name of Company Placed of incorporation Principal 
& Operation Activities 
Vitasoy USA Inc. USA Manufacture & sale 
of soy related products 
Nasoya Foods, Inc. USA Manufacture & sale 
of tofu related products 
The Shenzhen Vitasoy PRC Manufacture & sale 
(Guang Ming) Food & of beverages 
Beverage Co. Ltd. 
Vitasoy (Shanghai) Co. Ltd. PRC Manufacture & sale 
of beverages 
Vitasoja (Macau) Limitada Macau Distribution of beverages 




Currently, the Group has two leading brands: VITASOY and VITA. 
VITASOY offers a range of nutritious soybean drink including soybean milk, natural 
soybean milk and Calci-Plus High Calcium soybean milk. VITA, on the other hand, 
offers a range of carbonated (soft drink) and non-carbonated drinks (e.g. tea, fruit 
juice, water and milk) as well as Tofu. For a detailed list of products please refer to 
Appendix 1. 
Quality Control 
Dedicated to quality assurance and customer satisfaction, the Group's plants in 
Hong Kong and Shenzhen have been awarded ISO 9002 accreditation. The Group 
also believes that human resources are the most valuable asset of the Company and 
quality is the essence for success. Since the mission of the Group is to produce and 
offer a variety of high-quality, nutritious food and beverages, creativity and 
continuous improvement are therefore of utmost importance. Quality Control Circle 
(QCC) activities provide staff with an opportunity to develop their potential and the 
Company with a base for achieving total quality management. 
After 19 years of development, QCC members account for one fifth of the 
Company workforce. The Chinese title of QCC ("提案行動圈"）is especially design 
to remind the staff that they have to implement their “ quality ideas and proposals" 
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through ” actions". In Vitasoy, QCCs have both departmental Work Improvement 
Team (WIT) and cross-departmental Quality Improvement Team (QIT), both have an 
aim towards improvement in areas such as working environment, safety, efficiency, 
product and service quality, and environmental protection. QCC serves as a driving 




Year End March 
2000 1999 Change  
HK$Mn HKSMn % 
Turnover 1,885 1,836 +2.7 
Profit Attributable 126 106 +19.1 
To Shareholders 
Basic EPS (HK cents) 19.4 16.4 +18.3 





(Year Ended 31st March) 
2000 X I 円 
/ I j ^ T fll 1 i — 
1500 / h r f ： I I — 
HK$Mil 1000 Z : ： ' 831 ' 88画 
1301 • • t-- — I -
500 z I I 
J J J _ i J 
Q ^ f 
96 97 98 99 00 
Year 
Profit Attributable to Shareholders 
(Year Ended 31 st March) 
0 鼠 : : L J U O U , 







VITASOY has established strong brand recognition in Hong Kong as well as in 
many oversea markets. VITASOY and VITA are actually regarded as one of the most 
valuable brands in the beverage market of Hong Kong. They have contributed 
substantially to the sales of the Group given the importance of brand recognition in 
the FMCG industry. Establishment of holding companies overseas allows the Group 
to enjoy tax benefits and financial benefits. Furthermore, the listing on the Stock 
Exchange of Hong Kong (SEHK) allowed the company access to capital and 
improved its reputation. Finally, although the Group is still owned by a single family， 
the image of family business is actually diminishing due to the fact that many of the 
directors and senior management are outsiders. This trend should be more attractive to 
high caliber employees who see greater career opportunities and it also paves the 
Group's path to becoming a large multinational company 
Weaknesses 
First, listing in the SEHK can be a strength as well as a weakness. It can be 
considered to be a weakness for the company, as it must follow the many restrictions 
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and regulations that not only limit the flexibility of the company but also forces the 
company to be more transparent and exposed to existing competitors and the new 
entrants. Secondly, the size of the Group is still relatively small when compared to 
some of the larger overseas corporations such as COKE and PEPSI. Promotion size 
and budget, distribution channels, and brand awareness are still difficult to compete 
against head on. 
Opportunities 
The increasing interest of consumers towards healthy and nutritious beverages 
places the Group in a superior position due to the core competency of being a 
nutrition beverage provider for many years. With over 60 years of experiences, 
VITASOY has been perceived as an expert in soybean beverage market. The same 
can be said of KFC in fried chicken market, McDonald in hamburger market and 
Coke in Cola market, the perception of an expert in a particular market always 
generates the largest benefits (both monetary and non-monetary) for the leaders and 
this can be applied to VITASOY in the soybean beverage sector. 
Threats 
The threats are characterized by the intense competition from the existing 
competitors and the increasing awareness of hygiene factors for the food & beverage 
industry. Intense competition from existing competitors can be described as 
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competition from both the direct competitors and the indirect competitors. Direct 
competitors whom are the current nutrition beverage providers such as NESTLE, 
WAHAHA and YEOS are competing closely with VITASOY on factors such as 
product ranges, prices and market share. Indirect competitors such as COKE and 
PEPSI pose a serious threat as well should they choose to enter into the nutrition 
beverage market. For example, COKE introduced a new line of tea beverage 
"Tian-Yu-Di" which shows its capability for product extensions and development. 
The increasing awareness of genetically engineered foods and beverages is 
considered to be a threat to the company because of the high level of uncertainty of 
how genetic engineering may affect human beings. Since there is still a lack of 
scientific research on this particular issue, the outcome is uncertain. In addition, there 
are serious trademark piracy problems in some countries i.e. PRC which have an 
adverse effect on the high brand recognition of VITASOY. Legal actions have been 
taken in some cities, however; it is costly and time consuming for companies to 
litigate such matters. 
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CHAPTER IV 
MARKETING STRATEGY IN THE PRC 
Aggressive, sophisticated and innovative marketing programs characterize the 
marketing strategy in the PRC. These include a visible advertising presence, 
production of quality and impactful television commercials, creative promotions 
targeting both the consumers and the distributors as well continuous adjustment to fit 
the local tastes and preferences according to many different consumer groups in PRC. 
Product Offering 
Four categories of products are currently introduced under the brand VITASOY 
and VITA and individual taste has been adjusted according to the local preferences. 
For example, the level of sweetness has been reduced for the PRC consumers. The 
range of products offered in the PRC can be seen in Table 3: 
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TABLE 3 
LIST OF PRODUCTS OFFERED IN THE PRC MARKET 
Category Product Name  
Tea: VITA Lemon Tea, VITA Iced Tea 
Milk: VITA Pure Milk, VITA Chocolate Milk, VITA Sweet 
Milk, VITA Yogurt, VITA Strawberry Yogurt, 
Soybean milk VITASOY Original, VITASOY Chocolate 
Juice: VITA Orange Juice, VITA Blackcurrant Juice 
Carbonated Soft Drink: VITA Cola, VITA Orange Juice, VITA Lime 
Source: Vitasoy International Holdings, China Marketing Division 
Product Positioning 
VITASOY is positioning itself as a trendy, wholesome beverage that can 
consumed at any time at any place. It aims to market VITASOY as a personal treat 
that is more than just a soybean milk drink. VITA, on the other hand, is positioned 
as an impulsive social beverage. As a result, the types of beverages that are offered 
under the two brands are slightly different. VITASOY focuses on offering soymilk 
and flavored soymilk and VITA focuses on offering juices, sport drinks and flavored 
teas. (See Appendix 2). 
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Packaging Strategy 
Four different types of packages are employed, however; tetra-pak and returnable 
glass bottles are used due to distribution and consumption factors. The following table 
shows the packaging mix for the products offered in the PRC market. 
TABLE 4 
PACKAGING MIX OF PRODUCTS OFFERED IN THE PRC MARKET 
Package Type Product Name 
Slim 250mL Pack: VITA Lemon Tea, VITA Chocolate Milk and 
VITA Sweet Milk 
Based 250mL Pack: VITA Pure Milk 
Children 125mL Pack: VITA Yogurt, VITA Strawberry Yogurt, 
VITA Orange Juice, VITA Blackcurrant Juice, 
VITASOY Original, VITASOY Chocolate 
Returnable Glass Bottle: VITA Iced Tea, VITA Cola, VITA Orange Juice, 
VITA Lime 
Source: Vitasoy International Holdings, China Marketing Division 
Distribution Strategy 
Mega stores/chained stores, school kiosks/canteens, characterize the distribution 
channel in PRC as well as single small sized supermarkets/street stalls. The Group 
has established a strong presence (i.e. by obtaining eye-catching shelf spaces) in both 
mega stores/chained stores and school kiosks/canteen. According to the managing 
director of the China operations, Mr. Kelly Yu, shelf space is measured in terms of 
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SKUs (Stock Keeping Units) and a normal beverage supplier can maintain a SKU of 
six. VITASOY maintains a SKU of eight and it shows the leveraging power of the 
company over its distributors and retailers. In some instances, the Group is able to 
bypass the wholesalers and the distributors and deliver directly to the retailers at 
certain locations. According to the Executive Chairman of the Group, Mr. Winston 
Lo, the most efficient and effective distribution for VITASOY is within a 100km of 
the production factory and the Group is employing this standard in their distribution 
strategies. 
Pricing Strategy 
VITASOY and VITA children's packs sell for RMB5.00 per pack of four and 
RMBL25 for a singular pack. This pricing is slightly above the price of the local 
brands but despite to the competitive nature of the market the difference is perceived 
as negligible. The perception of VITASOY and VITA as a high quality beverage, 
allows the company to price the products higher than the market average. 
Promotion Strategy 
The promotion strategy in the PRC is characterized by aggressive TV advertising 
and sales promotion such as toys, games and premium redemptions. Creative and 
meaningful TV commercials are publicized to generate noise and brand recognition. 
Fun and interesting promotions are conducted to increase sales as well as customer 
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base. Promotions usually target the children segment with the focus on educating 
and establishing the next generation of consumer. 
A "soybean cartoon" mascot was developed for the marketing of the VITASOY 
products and it attempts to deliver an image of righteousness, youth and health. The 
"VITASOY glass bottle" employs another icon, the traditional logo, to associate the 
product with feelings of warmth, tradition and attachment. For VITA, different 
kinds of cartoons are printed on the package to deliver the image of youth, fun and 




The precise nature of the report should focus on the branding and packaging 
issues for the children's non-carbonated beverage market in the Guangzhou region. 
Research on this specific area is limited at best and consequently the report has been 
based on three studies that are closely related but not directly dealing with this area of 
research. The first study addresses branding issues for the entire China market. The 
second study concentrates on branding-issues for the China beverage market. Finally, 
the third is a case study of a large multinational corporation's attempt to enter the 
children's beverage market in China. 
The Branding Revolution in China 
Kai-Alexander Schlevogt wrote "The Branding Revolution in China" and the 
article appeared in the May-June 2000 issue of The China Business Review. The 
article takes an historical approach to the branding issues in China and notes that in 
recent years there has been an evolution in the brand consciousness of Mainland 
Chinese consumers. In fact, Schlevogt has divided this evolution into four eras: 
central planning, catching up, hypercompetition and post industrialism. The following 
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chart provides a concise summary of the four eras as well as the chronological 
development of the supply and demand side orientation. 
The first two eras illustrate the state of branding and advertising in the early 
years and by observing the origins of the branding revolution we can see that the 
Mainland Chinese consumer has really only been exposed to the concept since the 
beginning of the 1990’s. Local companies have latched onto the importance of 
branding and have consequently bombarded the consumer with branding campaigns. 
However, brand building is not something that can occur overnight and many of 
the large foreign multinational companies have a huge advantage over their local 
competitors. According to the study though, Chinese consumers are actually building 
loyalty towards local brands and many examples of companies such as Haier，The 
Shanghai Hero Co. and Wahaha are cited as examples. 
The era that concerns us the most is of course the Chinese post industrialist era 
where Vitasoy International will be competing. The study notes that annual revenue 
growth of brands is actually decreasing but it provides reasons for this decline. As the 
markets become more competitive and sophisticated, branding efforts are also 
becoming more expensive. Moreover, consumer protection is becoming more of an 
issue for companies and there are stricter regulations for companies to support the 
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claims on their packaging. Although this added pressure will increase costs it will 
also thin out the market and eliminate lower quality products. The study concludes 
that there is still a shortage of strong local brands within the China market at all levels. 
Furthermore, it suggests that companies need to establish long-term performance and 
exhibit strong business models in order to succeed in the market. Spending huge 
amounts of money on advertising will not result in immediate brand loyalty. 
FIG. 2 
DEVELOPMENT OF BRAND CONSCIOUNESS IN PRC 
Supply-side orientation " Demand-s ide orientation \ 
Centra 丨 Planning / Catching Up / Hyper com petition / Post-Industrialism y / 
Dominant Features 1949-78 1980's \ 1990’s 2000 
Centra丨 allocation of Price reforms \ Rampant oversupply of Higher consumer demands 
resources Ownership reforms \ similar products Increase in f ranchis ing 
State ownership of means Market opening \ Ferocious competition New More sophisticated local players 
of production \ customer segments 
\ Changing tastes Drive to internat ional ize 
\ Increase in foreign competit ion 
\ after W T O entry 
Key Success Factors Meet Production targets Acquire techonolgy and ) ( ; i o w company size Build brands for individual 
Meet political and social capital to satisfy pent-up / Develop Brand Equity products 
objectives demand / Transi t ion to high value-added 
/ production 
/ Emphas ize long-term 
/ advert is ing and brand 
/ effectiveness 
/ Focus on economic value and 
/ industry consolidation 
Develop international brands 
Source: "The Branding Revolution in China" by Kai-Alexander Schlevogt 
It is clear from this study that the concept of branding has permeated into the 
mindsets of the Chinese consumer and local businesses. With this in mind it is 
important to recognize that Vitasoy has the opportunity to capitalize on many 
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different levels. On the one hand, many people perceive Vitasoy as local drink as a 
result of its strong presence in Hong Kong over the last 60 years. The brand name of 
Vitasoy has already been established and as can be seen from our results in the later 
chapters it is viewed as a high quality product. However, the brand name of VITA is 
perceived as a foreign product. Therefore, should Vitasoy be able to capitalize on its 
existing brand equity and transfer it to the VITA line it will be able to save time and 
money on brand building. 
Beverage Brand Study 
The Horizon Research Group Inc. (China) conducted a beverage brand study 
published in October 2000. The study consisted of a survey that was completed by 
over 1800 consumers in Beijing, Shanghai, Guangzhou, Wuhan, Shenyang and Xian 
and covered 23 different brands in eight different beverage categories. The companies 
that were included in the survey can be seen in Table 5.. 
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TABLE 3 
BRANDS AND CATEGORIES INCLUDED 
THE HORIZON GROUP SURVEY 
Product Category Brand Names 
Cola Coca-CoTa, Pepsi, Future, Fenhuang 
Other Soft Drinks Sprite, TUP, Jianlibao, Fanta, Miranda 
Bottled Water Robust, Nongfu Shanquan, Wahaha 
Tea Drinks Xurisheng, Mr. Kon 
Milk Bright, Yili, Nestle 
Soymilk Yeo Hiap Seng, Weiwei 
Fruit Juice Huiyuan, Dole 
Vegetable Protein Drinks Yeshu, Lolo 
Source: "Beverage Brand Study," The Horizon Research Group, Inc. fChina). 
October 25, 2000, p.2 
The study found that the most popular category of drink was Cola followed by 
other soft drinks and bottled water. The least popular beverage was the ready to drink 
soymilk which captured less then 30% of consumers compared to Cola which 
commanded 92.1%. The study also found that the level of acceptance of Chinese 
mainland brands was higher and this can partially be explained by the lower cost of 
the products. However, the price difference is actually not that great thereby 
suggesting that brand is a more important factor driving consumer choices. 
Categories of Beverage Consumers 
The study grouped the consumers into four different categories, each with 
distinctive characteristics. The four groups can be summarized as follows: 
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TABLE 3 
SUMMARY OF HORIZON GROUP CONSUMER GROUPS 
Group Name Characteristics  
Practical / traditional — " " "—' 
Less educated 
More women then men 
Low consumption of beverages 
Unwilling to try new products 
Low brand loyalty 
Plain-living Low income 
Low consumption of beverages 
Not selective of beverage type 
Extremely price sensitive 
Not concerned with brand 
Extroverted/vivacious Youth aged 12-25 
More women then men 
Students with no stable income 
Highest rate of beverage consumption 
Attracted to new things 
Not strongly affected by price 
Brand loyalty not particularly high 
Enterprising/self-reliant Upper income 
Predominantly male 
White-collar workers 
Average beverage consumption 
Strong brand loyalty and brand consciousness 
Quality over price 
Source: "Beverage Brand Study," The Horizon Research Group, Inc. fChinal 
October 25, 2000, p.5 
By examining these different consumer groups it is possible to see which groups 
to target when developing a market strategy. Each group has specific traits that can be 
exploited depending on the characteristics of the beverage. It should be noted though 
that the study found that Coke was able to penetrate all groups as the number one 
choice and should therefore be viewed as a standard for the industry. 
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Intension of Brand Equity 
The Horizon Group uses a model of brand equity that separates equity into two 
parts; intension and extension. Intension of brand equity is a brand's core attributes 
and is achieved through years of development. Intension can be further broken down 
into the emotional level and the functional level. The emotional level addresses 
consumer's perceptions and feeling of a brand concerning the perceived lifestyle and 
status associated with a brand. The functional level of a brand deals with the levels of 
consistency of product as well as actual quality of the product. The following table 
summarizes the traits of the emotional and functional sub categories. 
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TABLE 3 
CHARACTERISITCS OF THE INTENSIONOF BRAND EQUITY 
Emotional Level Characteristics  
Heritage Long product history evokes a brand's enduring 
vitality and sense of trustworthiness 
Personality A brand's ability to evoke a unique and positive 
personality that separates it from the competition 
Cultural Characteristics A brand's ability to influence society 
Personal Connection Position that a brand occupies in the lives of the 
Consumer 
Perceived Value The value of the brand to the consumer i.e. value 
for money, value for status etc. 
Functional Level Characteristics  
Perceived Quality Assessment of a brand's level of quality and 
maintenance of quality 
Functional Benefits Mental and physical benefits that consumers derive  
form a brand's performance or quality 
Source: "Beverage Brand Study," The Horizon Research Group, Inc. rChinal 
October 25, 2000, pp. 10-17 
Extension of Brand Equity 
The extension of brand equity is the awareness and reputation of a brand. There 
are two levels of brand awareness, recall and recognition. Recall is the ability of a 
consumer to recall the brand name of a product when the product category is 
mentioned. Recognition is the when a consumer recognizes the brand when the brand 
name is mentioned. However, brand awareness does not translate into overall brand 
equity. The study points out that recalling a brand name is vastly different from 
recalling a brand name for the right reasons. Therefore, the study further distills that 
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extension of brand equity to include awareness with regards to reputation. 
Summary of Findings 
Overall, brand equity of foreign and Taiwanese brands has higher equity then 
local Mainland Chinese brands. This is directly related to the higher investment that 
these companies have made into branding building campaigns. Foreign brands 
display greater balance of attributes for intension of brand equity. What this means is 
that when a products attributes are unbalanced the consumer tends to become 
confused and it dilutes the value of the brand. Most domestic brands are lacking in 
individuality and personality; however, they have an advantage over foreign brands in 
the form of personal connection. 
The study is extremely useful as it deals directly with the beverage market in 
China. It provides an overview of the market as well as the leading competitors in the 
market segments. More importantly, it supports our belief in the necessity for brand 
consistency and development in the beverage market. As mentioned in our 
introduction one of the driving factors for our research was the inconsistent packaging 
for Vitasoy's children line. By not adhering to a consistent image and packaging, 
Vitasoy's brand equity is not only being underutilized but according to the smdy it is 
actually being diluted. 
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A Case Study of A New Brand Launch 
"The Little Emperor: A case study of a new brand launch," appeared in the 
November 1996 issue of Marketing and Research Today and was written by Amit 
Bose and Khushi Khanna. The article presents the Pepsi-Cola Company's launch of 
its new children's beverage, Fruit Magix, in the China market. The case study uses the 
framework of "The 7 Habits of Highly Effective People" and it illustrates how market 
research allowed Pepsi to successfully launch its product. The Pepsi-Cola Company 
recognized that amongst the emerging markets at the time that China provided the 
greatest potential. It employed the services of SRG China to provide it with the 
necessary market insight that was needed to develop a new brand. 
The researchers at SRG China saw an emerging niche market in the child 
consumer that was the result of China's one child policy. Children were viewed as the 
future of China and very often the family would cater to the needs and demands of 
these children. In particular, SRG saw that the children exerted their influence in three 
ways: 
1) The potential spending power of children 
It is tradition in Chinese culture to give children lucky spending money 
during special occasions. Although the amount of money may not be that 
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large，given the fact that there are over 300 million children in China there 
was the potential for over US$ 6billion in revenue per annum. 
2) Children 's pestering power 
Parents are eager to provide a better life for their children and tend to over 
compensate for this by giving into their material demands. When a child 
becomes aware of this they influence a parents decision when making 
purchases. 
3) Children as change agents 
Children are increasingly aware of new products and are more receptive to 
trying new products. By using their influence they can act as a change agent 
by persuading their parents to buy a new product. 
By recognizing these trends, Pepsi was able to formulate a strategy to enter this 
new niche market. Pepsi was also keen to capture the first mover advantage in this 
market so it pushed the SRG research team to launch the brand within a year. 
The SRG team took a very logical and thorough approach and the case study 
clearly goes through the development process for the launch. They considered issues 
such as packaging and pricing and found that the tetra pack was the ideal package for 
convenience and safety issues. They also conducted eight focus groups in Shanghai 
t 
37 
and Guangzhou to establish children's preferences for taste. In the process of 
conducting these focus groups they also found out that children were citing their 
parents concerns for healthy and nutritious beverages. Also they found that there was 
a low brand recall amongst children for fruit juice. 
Through the use of this data the Pepsi-Cola Company decided to launch a 
children's fruit drink that would have a cartoon icon associated with it. The case study 
then describes the process of deciding on the look and personality of their new 
product mascot. Once again SRG used market research to determine and fine-tune the 
character traits and image of the "Fruitman" mascot. The launch proved to be a 
success and the product was launched in a record time of forty-four weeks. 
The true value of this case study for our research does not come from the 
methodology or the consumer behavior insight. With the rapidly changing 
environment in the China market there are new opportunities and issues that were not 
present back in 1996. However, the case study is an excellent example of how an 
opportunity was exploited and captured in a very short time as a result of extensive 
market research. The study stresses the need for market research to be flexible and 
well interpreted. Rather then getting held back by collecting exact finite amounts of 
data, the study supports the belief that it is more important to make a holistic 
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interpretation of the data. This approach not only speeds up the process but it also 
allows more room for creativity and innovation. 
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CHAPTER VI 
MARKET OVERVIEW OF THE PRC BEVERAGE MARKET 
The market overview attempts to understand the general picture of the beverage 
market in China. VITASOY and VITA are operating in the non-carbonated drinks 
market in China. Specifically, VITA competes in the fruit juice market, yogurt market 
and VITASOY in the soybean milk market. However, the perception of consumers 
towards VITASOY is as a milk drink with soybean added, therefore consumers 
positioned VITASOY as competing in the fresh milk market. The juice market, 
soybean market and dairy products market, including milk and yogurt drinks, will be 
studied in this section. 
After decades of buying generic beverage products manufactured by state-owned 
enterprise, China's consumers nowadays can choose from a growing array of 
domestic and foreign brand-name product. Increased disposable income as well as 
increase in health conscious customers has boosted the total output of beverages. The 
total output of beverages in 2000 reached 14.91 million tons, a 25.7% increase from 
1999�However, though there are numerous small beverage manufacturers in China, 
hence the market share is very concentrated. The total output of beverage produced by 
the top 10 beverage enterprises reached 9.76 million tons in the year 2000，accounting 
for 65% of the total national output^ 
1 "Rapid Development of Beverage industry in China", Workers' Daily, 19Mar2001 
2 Ibid 
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The average income of China's urban population is more than double that of 
rural areas . Subsequently, the majority of China's non-alcoholic beverage sales occur 
in urban regions. There is a high potential to develop the beverage market in the rural 
areas, yet the poor distribution infrastructure remains as an obstacle to overcome. 
Consumption patterns have also changed in recent years, with carbonated drinks 
losing ground to bottled water, tea-based drinks and specialized health beverages. A 
number of Chinese producers have been growing over recent years. A large number of 
new products has risen in these last few years and research confirmed that the 
majority (70%) of Chinese consumers are willing to try new beverages. 
Market Size 
Boasting a population of more than 1.2 billion, China is the world's most 
populated nation and this has driven interest among all beverage enterprises. There is 
a great deal of room for beverage market development. The annual average 
consumption of beverage per capita is only one-fifth of world's average, or 
one-thirtieth of average US consumption'^. In fact, the non-carbonated segment has 
emerged as the second largest for the China soft drinks market and posted sales of 1.3 
billion US in 1997, more than doubling 1993 sales.; 
Average Chinese consumption of non-alcoholic drinks will double over the next 
five years to reach 20kg per head in 2005, according to an industry expert quoted by 
Xinhua. Factors contributing to the growth in beverage market in China are the 
economic prosperity, one child policy and undrinkable tap water in urban and rural 
areas. 
3 "China Soft Drinks by the Numbers", Beverage World, September 1995 
4 “中國飮料工業發展迅速”，食品與發酵工業，二零零一年三月三十一曰 
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In 2000, the country achieved 8,940.4 billion yuan for its GDP, up 8% from the 
previous year as a result of government efforts to spur domestic demand and adopt 
pro-active financial policies and a robust monetary policy. The Chinese government is 
confident that it can maintain a GDP growth of 7% this year, while continuing to 
follow a pro-active fiscal policy. China was the world's 11th largest trade power in 
1998, compared to the 32nd in 1978. The result of this economic growth was an 
increase in the purchasing power of Chinese citizens. They are moving from drinking 
domestic boiled water and tea to a more fragmented packaged beverage consumption 
pattern. 
The dual income family is another reason for the increase in family disposable 
income. The emergence of the two working parents trend combined with China's one 
child policy has led to a growth in the number of urban "Little Emperors". The 
children's beverage market is emerging as a result of the extra care and financial 
rewards that are given to these emperors. A recent survey conducted by market 
research firm ACNielsen in 2000 suggests, however, that Chinese children are not 
more active consumers than their spendthrift parents. When compared to their 
counterparts in 13 countries around the region, Chinese children ranked a respectable 
7th in terms of annual gift money received. On top of that, they earn the equivalent of 
US$4 in weekly allowance. 
The Consumer Behaviors 
In general, consumers are not restricted to one choice for a single product. 
Nowadays, there are numerous options for consumers to choose from, the majority of 
5 "The Non-alcoholic Beverage Market in China" Agriculture and Agri-food Canada, February 1998 
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people (71.2%) buy more than one packaged beverage in a single purchase. Only 
8.3% of consumers will buy a single product at a single time, Chinese consumers have 
shown that they have a strong preference for brands, however they do not have a 
concrete set of preferred choices in mind. In addition, they do not display brand 
loyalty and are willing to try new products from time to time. Small groups are also 
made up of fence sitters, who consume whatever beverages are on promotion. 
In the china beverage market, the distribution channels and pricing strategies of 
the beverage giants are comparable. Brand turns out to be the most dominant factor 
when purchasing a drink. Research indicates that Chinese people are more brand 
conscious than before and that foreign brands are losing ground to local brands. In 
general, Chinese people welcome foreign brands with localization to suit local taste, 
while domestic brands need to develop a more global image in order to suit 
customer's need. 
As brand image is vital to the beverage manufacturer's success, brand-building 
tools should be critically assessed. TV advertising is considered the most powerful 
tool in promoting a beverage product. 75.4% of respondents said that they obtained 
brand recognition through TV advertising. However, word-of-mouth is another 
effective means of marketing communications. 
The Dairy Products Market 
Overview 
The average per capita consumption of yogurt drink is only one - tenth of the 
global average. The market growth is promising and there is increasing demand for 
healthy yogurt drinks. In 1980s, there was only one plain yogurt flavor available, 
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nowadays, there are eight flavors for consumers to choose from. Though there is a 
good prospect for the yogurt drink market in China, competition is very intense as 
competitors are surfacing both domestically and internationally. 
Chinese per capita milk consumption is only 6.4% of the world's average. In 
1997, the average Chinese consumed 13lbs of dairy products, compared to 585 lbs 
consumed by average Americans. Dairy products rose in relation to the overall food 
market by 2.8% in 2000 and the total value reached over 52 billion yuan. 
Due to cultural issues the dairy market faces many obstacles in the China market. 
Traditional Chinese believes that drinking cold milk will cause stomachaches, and 
many Chinese people do not process the enzyme to digest milk. However, realizing 
the nutritional value in milk, the Central Government is promoting the concept of 
daily consumption. The result has been quite promising, especially during the Central 
Government's launch of milk drinking campaigns in schools. 
The Customers 
Surveys show that 49.2% of people living in urban areas ranked milk as the least 
preferred product and 72.4% of people living in rural area share the same thinking. 
The reason cited for their dislike milk or diary products is taste. 
The Industry 
The government has launched "Drinking milk everyday “ campaigns in 
secondary and primary schools in selected provinces. The campaign is a test market, 
but diary product manufacturers are aggressively promoting their brands in order to 
gain market share. The campaign brings positive effects to the industry: only high 
quality milk products will survive in the market because the Government will assess 
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the quality of the milk, and the low priced, inferior quality milk will be eliminated 
from the market. 
Milk manufacturers have found that the price cannot be set too high level due to 
the bulk purchasing power and high bargaining of the schools. Competition in this 
segment will intensify throughout the territory. 
Quality control is the most challenging aspect for the production of milk. Large 
companies produce higher quality milk while the small manufacturers have less 
control over the quality. Pasteurization and hygienic production of milk is a challenge 
to existing local producers because these products did not use a controlled production 
procedure in the past. 
Juice Market 
Overview 
Per capita fruit juice consumption in China is roughly 10% of that in developed 
countries. Annual per capita consumption is less than one liter, compared to 10 to 12 
liters in many European countries. Demand for fruit juice is increasing as consumers 
view these products to be of higher quality and use more durable packaging. 
Increasing consumer demand for higher juice content will continue to be a major 
trend for the coming year. Orange drinks are the highest selling juice in China, 
• followed by apple juice. Fruit juices are taking market share away from carbonated 
beverages because of improved quality, product variety and nutritional value. 
The Customers 
Fresh juice is not common in China and production is dominated by small and 
45 
medium enterprises, or homemade sources. The most popular fruit juice varieties in 
China contain only 10% to 30% real fruit juice, customer demand for higher real fruit 
juice content remains the strongest consideration for manufacturers. In fact, customers 
are willing to pay more for higher juice content. Many consumers believer that fruit 
and vegetable juices provide little nutritional value compares to eating the actual 
product. As a result, many consumers eat larger quantities of fruits and vegetables 
while juice is only used to satisfy thirst. Although advertisement for 100% fresh juice 
and products with added vitamins and minerals have increased sales considerably in 
recent years, manufacturers must continue to educate consumers in order to increase 
sales. 
The Industry 
The children's market is perceived to have the largest potential and corporations 
are investing substantial amounts of money on promotions targeted at this market. 
One of the challenges that the industry is facing is foreign entry and technology 
innovation. The entry barrier is comparatively low in juice production industry. Most 
often, parents will be the final decision makers in the purchase and foreign brands 
have the advantage, as they are perceived as high quality and more hygienic. Another 
consideration is technological advancement in packaging. Consumers demand for 
preservative-free beverages and convenience led us to conclude that an innovative 
packaging design will be most welcomed by the consumers. 
The Soybean Milk Market 
Overview 
There are about 100 soymilk brands operating in China, producing 450000 tons 
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of soybean milk. The sales volume of soymilk products in surveyed retail stores in 
1999 was RMB34.3252 million, which accounts for 0.93% of the sales volume of 30 
kinds of goods and 0.33% of the value of retail sales of the total goods. The sales 
volume ranks 26th in that of the 30 kinds of goods, which remains unchanged 
compared with that of the previous yea r� 
The Consumers 
People in China recognized the nutritional value of soybean milk as an excellent 
source of protein. It is perceived that it contains more quality plant protein than milk. 
Soybean products have existed in the Chinese community for more than two thousand 
years and are part of most Chinese consumers diet. Both the high income and the 
low-income groups approve of the quality plant protein contained in soybean. 
Currently, there is only moderate consumption of soybean drinks and consumers do 
not display any strong negative or positive consumption patterns. One explanation for 
this is that most soybean manufacturers have not aggressively promoted the product in 
the past. Many local manufacturers assure that consumers are already familiar with 
the product; therefore, there is no need to promote it. Although many of the soybean 
milk manufacturers are targeting the children market, none of them have modified the 
taste to suite the children's palate Taste remains the most important factor in 
purchasing a drink and many consumers find that soybean milk is either too sweet or 
too stagnant tasting 
The Industry 
Some of the manufacturers used to be state owned and lack the operational skills 
to operate in a market economy. They are not used to allocating resources towards 
6 "Soymilk Market in Retrospect in the Year of 1999", China Food Technology Net 
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marketing or brand building and the factories are not operating at optimal capacity. 
The soybean milk industry does not have a high entry barrier and existing local 
soymilk players can gain access to inexpensive high quality soybean grown in 
Mainland China. China is an agricultural economy, supplying about 70% of soybeans 
to the rest of the world. 
A government program aimed to improve nutrition using soybean milk was 
promoted across China in 1996 and called the "students' milk plan". Students were 
encouraged to drink a glass of soybean milk every day in school. The program was 
established because in 1995 nearly 40% of country's school children suffered from 
malnutrition and lower weight. To tackle the problem, four government agencies 
including the Ministry of Education, initiated on October 1996 a pilot soybean action 
plan in the country's 22 primary and secondary schools. 
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CHAPTER VII 
THE BEVERAGE MARKET IN GUANGZHOU 
Yogurt Drink Market in Guangzhou 
Product Usage and packaging 
Nearly half of consumers (47.2%) have never consumed a yogurt drink before in 
Guangzhou (Appendix 3). Females generally have a better perception towards yogurt, 
only 42.1% of females have not consumed yogurt compared to 52.6% of male. 
However, when the information is broken down by age, there is no strong relationship 
between age and frequencies of consumption of yogurt. 
The consumption of yogurt is associated with different occasions, most people 
consume yogurt during breakfast, work breaks and outings. Fewer consumers 
associate yogurt with dinner consumption or as an evening snack. (Appendix 4) The 
findings imply that packaging is an important issue because the consumers primarily 
consume yogurt outside of their home. Most manufacturers use tetra-pak and plastic 
bottles for their packaging. The findings support the use of lightweight packaging 
material and easy to pack shapes. (Appendix 5) 
Consumer Psychology 
More than half (51%) of consumers use only one brand of yogurt drink while 
only a small percentage (12.8%) has no preference. (Appendix 6) The significant 
brand loyalty can be attributed to the quality concern issues against with yogurt drink 
products. Production and packaging is vital for keeping the product in good condition 
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prior to being delivered to customer's hand. Yogurt has a relatively short shelf life, 
and easily goes bad; a good brand name can increase the perceived value of the 
product, causing the customers to stay with a single brand. 
When asked the most important consideration of purchasing a yogurt drink, 
pleasant taste was the most important factor. Followed by reasonable price, brand and 
nutritional content, this reveals that brand perception is very important (Appendix 7). 
Big names means better quality and better hygienic condition as perceived by the 
customers. 
The largest consumer group can be further segmented into three groups, fashion 
conscious vs. simple living oriented, indifferent attitude toward advertising vs. loyal 
to advertising and basic orientation vs. health and nutrition orientation (Appendix 10). 
Fashion conscious consumers are more likely to buy yogurt over the simple living 
oriented consumers. This can be interpreted as yogurt drinks being perceived as 
trendy and modem. Marketing managers have successfully convinced people that 
drinking yogurt is healthy and stylish. On the other hand, it seems that there is 
significant difference between the indifferent orientation group and loyal orientation 
group. The number of indifferent group is almost three times that of the loyal group, 
underlining that consumers selectively process marketing information. No significant 
difference can be seen between the basic oriented consumers and the health conscious 
customers. This suggests that more aggressive marketing campaigns should be run to 
educate consumers about the excellent nutritional value of yogurt. 
Competitive information 
Danone has the biggest market share in Guangzhou. The majority of the 
respondents, regardless of age, conveys that Danone is the most ideal brand and most 
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used brand (Appendix 8 & 9). While there is only one unique answer for the second 
largest player in the industry, Yantang, for the third largest player we note that there is 
more than one company of this size. This statistic can be seen from the male 
consumers aged between 35-54 and female consumers from 16-44. 
The Packaged Milk Market in Guangzhou 
Product Usage 
About 70% of Guangzhou consumers are milk drinkers and the numbers across 
frequent users and non-frequents are quite similar. There is a higher percentage of 
female users than males users, however, when compared amongst age groups, we 
noticed that as age increases, there is an increasing percentage of non-users. 
(Appendix 11) Finally, we found that more than 60% of the users consume the milk 
during breakfast. (Appendix 12). 
Consumer Psychology 
Milk consumers are comparably very brand loyal. About half of the respondents 
only buy a single brand within a three months period. One fifth of them have no brand 
preference. Males are more brand loyal than females, with a high percentage of 
people buying single brand (46%) and low percentage (20.9%) having no brand 
preference (Appendix 13 & 14) Apart from pleasant taste and reasonable price, the 
strength of nutritional content is comparable to reasonable price. This is logical as 
people buy milk for the health and nutritional value. 
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Competitive Information 
The strongest brands in the market are Yantang and Flower Fresh which shows a 
strong brand loyalty amongst Guangzhou consumers. The third brand Danone, a 
foreign brand, captured only one-quarter of Yantang's market share. ( Appendix 15 & 
16) 
Juice Market in Guangzhou 
Product Usage and packaging 
In Guangzhou there is a greater number of consumers who do not purchase fruit 
juice in a three month period then those who do. There is higher percentage of female 
users than male users in market and the percentage who have bought fruit juice 
decreases with age. In other words there is a larger percentage of younger consumers 
than older. (Appendix 18). More than 60% of consumers drink fruit juice when they 
are thirsty, followed by when they are traveling or on an outing. Only 10% of 
consumers used the product as a nutritional supplement. (Appendix 19). More females 
than males consume juice when on an outing and as a nutritional supplement. This 
statistic may be related to the perception of juice as a “feminine’，drink. 
Tin cans are the most popular form of packaging, followed by paper boxes and 
plastic bottles. When the data is broken down by age and gender, it turned out that 
more female users consume the juice in paper boxes while more males consumed the 
tin can juices. Moreover, consumers aged over 35 like glass bottles better than any 
other age group. (Appendix 20) 
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Consumer Psychology 
Unlike the yogurt market, consumers in the juice market are not loyal to only one 
brand. About 30% of respondents were loyal to a single brand while nearly half of the 
respondents switched between two or three brands. Male consumers are more brand 
loyal than female consumers, 31.8% of males used only one brand while only 28.6% 
of female used one brand a three month period. (Appendix 21) 
Pleasant taste, not surprisingly, is the strongest attribute when buying fruit juice. 
The second most important attribute is reasonable price and third famous brand. 
Given that the prices are more or less the same among different brands, taste and 
brand should be the major focus of the manufacturer. (Appendix 22) 
Fashion oriented consumers drink more fruit juice than the simple living oriented 
consumers. 56.9% of fashion conscious consumers drink fruit juice and only 43.1% of 
simple living people drink fruit juice. This perception can be attributed to the strong 
brand building tools of many companies who advertise fruit juice as trendy. Some of 
big names even use celebrity endorsers to create an energetic feel for the brand. 
(Appendix 24) 
Competitive Information 
Undoubtedly, Sunkist is the market leader in the juice industry in Guangzhou. 
Though a large proportion of consumers identified Sunkist as the leading brand, the 
older people named Kangshifu, Coconut Palm and Gatorade as the first brand in their 
mind. The competition in the market is intense, especially since there are so many 
brands mentioned as the second and third frequently used brands. (Appendix 23) 
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The Soybean Milk Market 
Product Usage 
The market penetration rate of soybean milk is not optimistic. 80% of 
respondents expressed that they have not purchased a soybean milk drink in a 
three-month period. The users are drinking the products infrequently; in fact, they are 
consuming soybean milk only a few times a month. (Appendix 25) Users consume 
soybean milk during breakfast time, which means that the soybean milk and the milk 
is competing for space on the breakfast table. However, more than 40% of 
respondents consumed soybean milk during work breaks or as an evening snack. In 
these two areas, soybean milk has the advantage over milk. (Appendix 26) 
Consumers Psychology 
Most people do not have a brand preference. Only about 30% of the respondents 
are loyal to one brand when buying in this category. Interestingly, males aged 35 to 44 
are the least brand loyal group but conversely the females in the same age group have 
the highest loyalty. (Appendix 27) Nutritional value comes first and the indicator is 
even stronger than milk. (Appendix 28). In other words, soybean milk should deliver 
superior nutritional value to consumers or they will lose the market to milk. 
Competitive Information 
Yeo's and Weiwei are the dominant players in this market, with market share 






The purpose of our research is two-fold: Firstly, to discover the consumer 
perceptions for the brand names of VITA and VITASOY in the Guangzhou province 
and to identify packaging traits that will deliver a united brand image for the 125ml 
children's line both vertically and horizontally. Recommendations are drawn with 
respect to the findings as reference for the future packaging strategy for Vitasoy in 
China. 
Research Methodology for Focus Group 
The research was conducted in two parts. The first part was a focus group 
study, which aimed at generating consumer perceptions towards the brand VITA and 
VITASOY as well as the current packages for the 125ml children line. The findings 
from the focus group study were then employed in the formulation of the survey. 
More specifically, since the target end-users are children aged between 4 to 11 
and the target purchasers are the parents and the grandparents, 8 pairs of 
parents/grandparents with their children were selected randomly from a local primary 
school in Guangdong (Fung Ming Wu Han Primary School “鳳鳴五巷小學”).To 
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ensure the validity of the results, the parents/grandparents had to be actual buyers 
(purchasers) of either VITA or VITASOY children line products, while the children 
were required to be between 6 and 11. In order to create a relaxed environment for 
conducting the focus group study, a classroom from the pre-selected primary school 
was used to insure a familiar environment. Drinks (VITA and VITASOY products) 
and confectioneries were served. To encourage participation, participants were told 
before the study that they would receive a gratuity for taking part in the study and all 
the information gathered would be used only for research purposes. 
As children and the parents have different perception towards the brand, different 
sets of questions were developed for parents and children. The questions for the 
parents focused on brand perception, packaging and usage patterns while children 
were asked to answer simple questions about packaging. The moderator asked the 
questions while the note-taker dropped down all the points mentioned by the 
respondents. A sound recorder for evaluation and verification purposes recorded the 
process. 
Research Methodology for Survey 
The second part of the research was based on the findings from the focus group 
study. Findings and discoveries from the first part of the research contributed to the 
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specific areas of concern as well as the types of questions that were asked in the 
survey. Data was collected through self-administered questionnaires with the 
research assistants' present in case of any inquiries. More specifically, 
scaled-response questions such as the Likert Scale and prioritize questions were 
adopted as a measurement instrument. 
The survey was conducted in Guangzhou and two supermarkets (“島內价”）were 
selected for distribution of the questionnaires and random samples were employed. 
The distribution channels of the Vitasoy product ranged from small kiosks to mega 
stores, however; only supermarkets and mega stores are chosen for conducting the 
survey since the location of small kiosks was dispersed and might hinder the 
generation of representative results. 
Time and cost were also a major concern. A total of ten people were recruited 
to survey over 300 respondents who were selected at random for the survey. 
Respondents were told before the survey that they would receive a free 125ml sample 
for their participation. The aim of the survey was to further investigate the 
packaging factors that would improve the 125ml children's line. In addition, 
information was also gathered through the Internet, newspaper, journals, magazines, 
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and even personal interviews in order to provide a more complete picture of the 
market. 
Limitations & Constraints 
With respect to the primary research, it is important to note that only the 
Guangzhou market was selected for the study and as a result the extent to which the 
findings can act as a reference of the whole PRC market is limited. 
Given the constraints and difficulties in obtaining approval from schools and 
supermarkets/kiosks for research, Vitasoy's recommendation for research locations 
did provide a possible channel for conducting the research. Furthermore, since the 
focus group research was conducted on weekday (to reach the parents and the 
children during school days) and the survey was conducted on a weekend, bias results 
may be generated for those consumers that do not have children or do not shop on the 
weekends. Moreover, cross influencing between respondents when answering 
questions or filling out questionnaires might have affected the results. 
Finally, the fact that the respondents knew that Vitasoy was conducting the 
research (e.g. visually seeing the Vitasoy booth) affected the reliability of the findings. 
For secondary research, there exists very limited information that is directly and 
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specifically related to the children beverage in Guangzhou and this proved to be a 
major constraint on the research. 
59 
CHAPTER IX 
FINDINGS & ANALYSIS 
Focus Group Research Findings & Analysis 
The focus group research that was conducted in the Fung Ming Wu Han Primary 
School (鳳鳴五巷小學）in Guangzhou produced the following results: 
For the brand VITASOY, the parents perceived it as healthy, nutritious, 
reputable, equal to milk, and in some instances something that is even more nutritious 
than milk because it includes soybean. The ingredients were seen as healthy for their 
children. For the brand VITA, most of the parents had only a weak impression 
towards it and did not really have a clear perception of the products or brand name. 
As a result, questions with respect to awareness and consciousness of the brand 
VITASOY were important in the survey in order to demonstrate its strong image and 
reputation as the parent brand. Hence, the following questions were designed to be 
in the market survey: 
• Have you ever heard of or seen VITASOY products? 
• Have ever purchsed VITASOY products? 
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With regards to the brand association between VITASOY and VITA, the focus 
group had different perceptions towards the brand VITA. It is important to note that 
none of the participants realized that VITA and VITASOY were under the same 
company and some of them even believed that the company that manufactured VITA 
had a poor reputation and so they never bought or consumed their products. Due to 
this finding, it was therefore imperative to prove the weak relationship and linkage 
between the two brands in the survey and the following question was included. 
• Did you know that VITASOY and VITA belonged to the same company? 
Furthermore, based on the assumption that VITA'S sales and image would 
benefit from the brand extension of the parent brand VITASOY, we believed that the 
following questions would confirm the positive effects of brand association. 
• Would you buy VITA if some form of VITASOY logo or symbol were 
placed on VITA 'spackage? 
• Do you think it would improve VITA 's image if some form of VITASOY 
logo or symbol were placed on VITA 's package? 
We made the assumption that the logo would transfer the brand equity of 
VITASOY to VITA. Therefore, it was important for us to determine which icon best 
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represented or constituted the VITASOY image and it led to the inclusion of the next 
question. 
• Which of the followins best represents VITASOY's brand image? 
VITASOY's logo? VITASOY in Chinese characters? VITASOY in English 
words? Or an outline of VITASOY's glass bottle? 
Parents in the focus group chose VITASOY because the brand is well established. 
When they see VITASOY products, they perceived them as good for their children, 
and reputable. One of the respondents believed that the calcium present in the 
products promoted the growth of teeth and bones. Another respondents remarked that 
the taste was not too sweet or too sour (for sour milk) for their palate. Perhaps the 
most impressive statement was that one of the respondents perceived VITASOY 
products as "righteous." The product was coherent with the "chi" inside human body 
and provided balance. These are just a few examples of the positive traits that 
consumers associate with the Vitasoy brand name and they are a result of Vitasoy's 
strong presence in the Hong Kong market for over sixty years. 
When the parents were asked what kind of factors would concern them when 
selecting a beverage for their children, over 90% of them said they were concerned 
with the ingredients on the packaging rather than the actual outer look of the package. 
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For that reason, it was essential to identify the important ingredients as well as the 
significance level that consumers placed on the ingredients and we included this 
question in order to address the issue. 
• Prioritize the factors that you believe are important for a children's 
beverage. (No preservatives, fresh, natural, contains vitamins, high 
calcium, no added color, high protein, others) 
The preferential intensity for whether ingredients should be prominently printed 
on the children's package should be researched in the survey through the use of a 
Likert Scale. This form of scale provides greater insight into the question as it 
provides us with an indication of a degree of preference. 
• Do you prefer the ingredients to he prominently printed on the children ’s 
package? 
Strongly Prefer |—|—|—|—|__|__|_| No preference at all 
With regards to the cartoons, none of the parents recognized or remembered any 
cartoon icons for both brands. This actually called for the need to ask whether a 
distinctive package or cartoons was required for children's package: 
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• Do you think it is important to have a distinctive package for the 
children ,spackage? 
Very important |—|__|__|__|—|__|__| Not important at all 
• Do you prefer cartoons on the children 's package? 
Strongly Prefer |_|__|__|__|__|__|__| No preference at all 
For the children's line packaging, most of the parents pick the VITA 
Blackcurrant package as their favorite. The package uses a picture of a real 
blackcurrant on both sides of the package. The graphic gives them “real juice feeling", 
which they associate with the brand Ribena. The ‘‘real juice feeling" provoked 
concepts of freshness and good taste. They presumed that less sugar cane was used in 
the products when they saw the real picture of fruit on the package. This lead led us to 
believe that it was necessary to discover the preferential intensity for real photos over 
graphics for fruit juice packaging. 
We found that the issue of having no cartoon on the package did not affect the 
purchase decision of the parents because they mainly focused on the ingredients. 
The most important point was that if they could find the VITASOY logo, which they 
associated with health and nutrition, it would increase their willingness to buy. 
Cartoons were not a concern when choosing VITASOY products. One interesting 
64 
point that the parents mentioned was the association between the sharp colors used on 
packaging and the artificialness of a drink. It appears that parents perceive sharp 
colors on a package as an indication of the level of artificialness or preservatives 
added into the drink. Consequently, they prefer more natural colors on the package. 
When parents were asked to give suggestions for new children flavors, most of 
them could not suggest any particular new flavor, but they had a strong belief that if a 
new flavor was to be added, it had to be natural, healthy, and the taste could not be 
too sweet. Parents were also asked to pick a color that represents the brand VITASOY, 
most of them picked white because- it represented milk, several picked 
yellowish-brown because of the color of the soybeans. Only one picked red because 
she recalled that the logo of VITASOY is red. When asked what kind of beverage 
they usually bought for their children, some of them preferred milk that is 
unsweetened and some of them preferred homemade fresh juice. 
The age of the children in the focus group was evenly distributed as half of them 
were between 6-7 and half of them were between 7-8. The children's perception was 
somewhat different from that of the parents, they preferred cartoons on the package 
and none of them would buy the beverage if the cartoons were removed. When 
asked which package they liked the most, most of them picked either the VITA 
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Blackcurrent or the VITA Orange, which include cartoon characters on the lower 
right hand side of the package. For frequency of consumption, the result ranged from 
one bulk pack (4 individual packs) weekly to one bulk pack monthly. 
Survey Findings & Analysis 
By collating all the information from the survey we were able to produce the 
following summary of raw data. This data has not been cross-referenced against the 
selected demographics of age group, gender or parents with or without children; but it 
provided us with some initial insights that guided our research. 
Q.l. 92% of respondents have seen VITASOY. 
Q.2. 81% of respondents have purchased VITASOY in the past. 
Q.3. 37% of respondents knew that VITASOY and VITA belonged to the 
same company. 
Q.4. 67% of respondent replied that they would purchase VITA if some 
form of the VITASOY logo or image were printed on VITA's package. 
Q.5. 68% of respondents said that VITA's image would be further enhanced 
if some form of the VITASOY logo or image were printed on VITA's 
package. 
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Q.6. The majority of respondents replied that the VITASOY logo and the 
VITASOY Chinese characters best-represented VITASOY，s image 
(44% and 43% respectively). 
Q.7. Prioritization of factors that affected the purchase decision of 
children's beverage were: #.1: Nutritional level; #.2: Taste; #.3: 
Ingredient; Price; #.5: Brand; #.6: Packaging. 
Q.8. Respondents claimed that VITASOY performed relatively better in 
brand (83%), taste (82%) and nutritional level (82%) and relatively 
weaker in price (72%). 
Q.9. 84% of respondents preferred the ingredients to be prominently printed 
on the children's package. 
Q.IO. Prioritization of ingredient-factors for children's beverage were: 
#.1: Freshness; #.2: No preservatives; #.3: Contain Vitamins; #A: 
Natural; #.5: High calcium; #.6: No artificial color; #.7: High protein. 
Q. l l . 80% of respondents preferred real photos of fruits on children's 
packaging. 
Q.12. 77% of respondents preferred cartoons on children's packaging. 
Q.13. 83% of respondents thought that a distinctive package is required for a 
children's beverage. 
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Q.14. 41% of respondents preferred to attach toys to the package and 28% of 
respondents preferred to not attach the toys to the package. 
Q.15. 76% of respondents preferred less sweetened taste for a children's 
beverage. 
Q. 16. Prioritization of brands by respondents were: #A: VITASOY; #.2: 
COCONUT PALM; #.3: NESTLE; #.4: WAHAHA; #.5: YEOS; #.6: 
PRESIDENT; #.7: ROBUST; #.8: MEIJING. 
Q.17. Respondents' perception of the closest competitors to VITASOY were: 
#.1: WAHAHA; #.2: NESTLE; #.3: YEOS. 
Analysis of Brand Recognition 
Q.l and Q.2 above constituted the level of brand recognition for VITASOY as 
well as serving as a screening question for the survey. It showed that VITASOY 
displayed strong brand recognition amongst almost all ages and the majority of the 
respondents were actual consumers of the products. Q.3 discovered that there was 
only a weak association between VITA and VITASOY in the respondents' mind. 
Therefore, it is important to establish a linkage between the two brands in order to 
utilize the strong brand recognition of VITASOY. 
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Analysis of Brand Extension & Association 
The results generated from Q.5 and Q.6 further enhanced the need for association 
between VITA and VITASOY. 67% of respondents replied that they would 
purchase VITA if some kind of VITASOY image or logo were printed on the package 
of VITA. Even more people (68%) believed that the image of VITA would be 
improved if some kind of VITASOY image or logo were printed on VITA package. 
It was therefore necessary to identify the icon that best represents the VITASOY 
image. 
The majority of respondents replied that the VITASOY logo and the VITASOY 
characters in Chinese best represented the VITASOY image of high quality (FIG 3-7). 
As a result, by printing the VITASOY logo or VITASOY in Chinese characters, the 
company would be able to capture the benefits of brand recognition of VITASOY. 
FIG 3 
Factors that Best Represents VITASOVs Image 
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(Age 26-35) 
- Logo 
Glass Bottle ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ Chinese Words 
English Words 
FIG 6 
Factors that Best Represents VITASOVs Image 
(Age 36-45) 
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Analysis of Attributes for Children Beverages 
For the prioritization of attributes -when selecting a children's beverage, almost 
all ages picked nutritional value as the most important factor. Taste and ingredients 
ranked slightly behind nutritional value. Price and brand came next and packaging 
ranked last. There was no significant difference between respondents with or 
without children (Table 8). Furthermore, referring to Q.8 above, the fact that 




PRIORITIZATION OF FACTORS THAT AFFECT THE PURCHASE DECISION 
OF CHILDREN BEVERAGE 
AGE Price Brand Ingredient Taste Packaging Nutrition 
_ _ _ _ ^ ™ ^ ~ J ^ 2 
19-25 4 5 3 2 6 1 
26-35 4 3 5 2 6 1 
36-45 2 5 3 4 6 1 
46+ 4 5 3 2 6 1 
Without 4 5 3 2 6 1 
Children 
With 3 5 4 2 6 1 
Children 
Analysis of Packaging Issues 
With respect to packaging issues, there was strong preferential intensity for 
ingredients to be prominently printed on the children's package (refer to FIG 8. 
Respondents of all ages had a positive response towards the use of large print font for 
ingredients (refer to Q.9 as 84%) and the intensity increased as the respondent's age 
increased. More importantly, the group of respondents who had children displayed a 
significantly higher preference (0.8) for large print font for ingredients (FIG 9). 
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The relationship between a consumer's age and their concern over beverage 
contents is a logical. As consumers get older they become more health conscious both 
for themselves and their children and they prefer a label that will help them to easily 
identify the ingredient contents of a children's beverage. This trend implies that 
prominently printed ingredient information is a way of attracting customer attention. 
It also implies that consumers in Guangzhou are more cautious and wary about the 
claims made by companies on their packaging regarding the beverage contents. 
FIG 8 
Preferential Intensity for Large Ingredient 
Print on the Children Pack (By Age) 
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Preferential Intensity for Large Ingredient 
Print on the Children Pack (By Children) 
Without Chi ldren Wi th Children 
Interestingly, respondents from all ages chose freshness as the most important 
ingredient-related factor for children's beverages and no preservatives came second. 
This may be due to the fact that many consumers perceived VITASOY as fresh cow's 
milk plus soybean milk rather than just soybean milk (Table 9). When combined 
with the results shown in Q.IO, the sequence of ingredients should be in the order of 
vitamins, calcium content and protein content. Freshness was the highest ranking 
and no preservatives was third, but we feel that these attributes should be emphasized 
separately from the ingredient content list. 
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TABLE 9 
PRIORITIZATION OF INGREDIENT-RELATED FACTORS FOR CHILDREN 
BEVERAGE 
— — ~ “ ~ Fresh “ N a t u r a l Vitamin High No H i g h ~ 
Preservatives Calcium Addicted Protein 
Color  
^ 2 i 5 3 4 7 6 
19-25 2 1 4 3 5 7 6 
26-35 2 1 3 6 4 5 7 
36-45 2 1 4 3 5 7 6 
46+ 2 1 4 3 5 7 6 
Without 2 1 5 3 4 7 6 
Children 
With 2 1 3 4 5 6 7 
Children  
Respondents from all ages responded positively to the use of real fruit photos 
on fruit juice packaging to deliver a-sense of "real juice" and the intensity increased 
with the age of the respondents (FIG 10) At the same time, respondents with children 
preferred to use real photos more than those without children (FIG 11) This finding is 
consistent with the result from Q.7 and Q.IO where the consumers valued nutritional 
level as the most important attribute when selecting a children's beverage. Fresh and 
natural ingredients were the two most highly valued ingredient factors. 
The use of real photos on the packaging can deliver these images of high 
nutritional value, freshness and natural ingredients. Moreover, it supports the trend 
that consumers in Guangzhou are shifting towards fresh juice rather than juice 
flavored drinks. Although the intensity of the shift cannot be ascertained, it is 
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important not to disregard this issue given that many other beverage manufacturers 
are heavily promoting their fresh juice line i.e. SUNKIST 
FIG 10 
Preferential Intensity for Using Real Photos 
on Fruit Juice Packaging (By Age) 
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FIG 11 
Preferential Intensity of Using Real Photos in 
Fruit Juice Packaging (By Children) 
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For the use of cartoons on children's packaging, younger respondents have a 
higher preference for cartoons and this preference decreases as age increases (FIG 12). 
Respondents without children tended to have a higher preference for cartoons over 
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those with children (FIG 13). This finding is consistent to past findings given that 
respondents with children tend to focus more on ingredients than the outer appearance 
of the package. 
FIG 12 
Preferential Intensity of Putting Cartoons on the 
Children Pack (By Age) 
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FIG 13 
Preferential Intensity of Putting Cartoons on 
the Children Pack (By Children) 
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Without Children Wi th Children 
Respondents of all ages tended to have a high preference for a distinctive 
package specifically for the children (FIG 14), however; respondents with children 
expressed a slightly stronger need for the differentiation on packaging than those 
77 
without children (FIG 15) Combining this finding with the past finding of the 
significant preference for cartoons on children beverage, cartoons are certainly an 
option for a distinctive packaging for children beverage. Not only it would help the 
consumers quickly identified the beverage is specifically for children, but also it 
might serve as a promotional icon that would further enhanced the brand image (e.g. 
SUNKIST orange icon & Ribena blackcurrant icon). 
FIG 14 
Preferential Intensity for the Need of a Different 
Package for Children Pack (By Age) 
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FIG 15 
Preferential Intensity for the Need of a Different 
Package for the Children Pack (By Children) 
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Three additional questions were added to the survey at the request of Vitasoy for 
their current marketing promotions. These questions were aimed towards the 
consumer preferences for toy placement, taste preference and brand preference. The 
findings and results have been summarized in the following sections. 
Analysis of Toys Placement 
For the preference of game and toy placement (either the toys are attached to the 
package or not attached to the package), there was no single dominate approach that 
consumers preferred (FIG 16 & 17). Yet preference for attached toys was slightly 
higher than non-attached toys (41% & 28o/o respectively as in Q.14). 
FIG 16 
Preference for Games/Toys Placement on the Package 
(By Age) 
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Preference for Games/Toys Placement on the Package 
(By Children) 
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Analysis of Taste Preference 
For the question concerning the preference for a sweetness reduction we found 
that as age increases, the preference for less sweetened children's beverages increases 
(FIG 18). Respondents with children had a strong preference (0.68) for less sweetened 
children's beverages than those without children (0.38) (FIG 19). This finding 
suggested that VITASOY might lower the sweetness level of some of its existing or 
future products in the children line. 
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FIG 17 
Preferential Intensity of Having Less 
Sweetening Taste for Children Beverage 
(By Age) 
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FIG 19 
Preferential Intensity of Having Less Sweetening 
Taste for Children Beverage 
(By Children) 
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Analysis of Brand Preference 
For brand preference on children's beverages, VITASOY ranked No.l for all age 
groups (Q.16 & Table 10). However, this result might contain validity problems as 
respondents may have been affected by the fact that VITASOY was conducting the 
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survey and hence that respondents answered the question with bias. This belief is 
further justified by the research conducted by IMI in 2000. According to the IMI 
research in Guangzhou, SUNKIST ranked No.l in the fruit juice category, DANONE 
ranked No.l in the yogurt category and TANTANG ranked No. 1 in the packaged milk 
category. VITASOY, on the other hand, was not selected as the ideal brand in either 
of the categories and therefore the validity of the above finding causes doubt. Other 
than this, COCONUT PALM, NESTLE and WAHAHA ranked subsequently. More 
specifically, COCONUT PALM tended to attract the older customer group and 
NESTLE tended to attract the younger customer group (Table 10). 
TABLE 10 
PRIORITIZATION OF BRANDS FOR CHILDREN BEVERAGE 
一 COCONUT” “‘ 一 "“ 
Age ROBUST MEIJING VITASOY YEOS WAHAHA PRESIDENT NESTLE 
PALM 
^ 4 7 8 i 3 6 5 2 
19-25 3 7 8 1 5 4 6 2 
26-35 3 7 8 1 5 2 6 4 
36-45 2 7 8 1 3 5 6 4 
46+ 2 4 8 1 6 5 7 3 
Without 3 7 8 1 4 5 6 2 
Children 
With 2 7 8 1 5 3 6 4 
Children 
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When the respondents were asked to select a brand when unable to purchase 
VITASOY or VITA, Nestle was chosen by the under 25 year old age groups and 
Wahaha was chosen by the age groups over 26 years old. Respondents with children 
selected Wahaha and respondents without children picked Nestle (Table 11). 
Compared to the result in Table 10, it is notable that COCONUT PALM was not 
selected as a key competitor of VITASOY. 
TABLE 11 
PRIORITIZATION OF BRANDS FOR CHILDREN BEVERAGE 
(OTHER THAN VITASOY & VITA) 
Age Brands Selected 
— < 1 8 NESTLE (30%), YEOS (17%), COCONUT PALM 
(16%), WAHAHA (16%), PRESIDENT (16%) 
19-25 NESTLE (24%), WAHAHA (22%), YEOS (17%) 
26-35 WAHAHA (35%), YEOS (18%), NESTLE (17%), 
36-45 WAHAHA (35%), NESTLE (23%), COCONUT 
PALM (18%) 
46+ WAHAHA (24%), NESTLE (21 %), COCONUT 
PALM (19%) 
Without Children NESTLE (17%), WAHAHA (23%), YEOS (17%) 
With Children WAHAHA (29%), NESTLE (18%), COCONUT 
PALM (16%) 
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Analysis of 19-25 year old Female Segment 
Due to the fact that the largest customer group in our survey was aged 19-25 and 
78% of this group were female, an analysis was conducted to this particular group of 
consumers to see if any trends existed. Moreover, the observations made by our 
group of ten researchers suggested that this segment might be a potential target group 
for the 125ml line. We found that many of the respondents commented that they 
purchased the 125ml children pack over the normal 250ml pack for their own 
personal consumption. 
Consequently, we examined the statistics and extrapolated the areas where this 
group of consumers had unique and significant preferences. With respect to the 
important attributes that were employed to select a brand, this consumer group ranked 
No.l in nutritional value and No.2 in ingredient contents. For the prioritization of 
ingredient contents, this group ranked No. 2 in vitamin content, natural ingredients 
and no added color respectively and this is consistent with their concerns regarding 
calorie intake and artificialness of beverage. 
Most significantly, this group not only ranked No.l in the less sweetened taste 
category but the statistic was notably stronger than any other age or gender group. 
The strength of this statistic implies that this particular group knows what it wants and 
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it would appear that no other company is providing such a product targeted at this 
group. Their strong presence at the supermarket shows that they are active food and 
beverage purchasers and this could indicate that they have strong spending power. For 
their evaluation of VITASOY's performance, they showed a highly positive response 






The results of the survey provided us with a wealth of information regarding the 
consumer perception of the Vitasoy brand name, the consumer preferences for 
children beverage packaging as well as the market environment. This information 
allows us to further expand our initial SWOT analysis of Vitasoy International 
Holdings and address issues specifically related to the children's line. These issues 
combined with our market research -have resulted in a set of recommendations for 
Vitasoy's marketing efforts in China. 
Strengths 
Vitasoy has spent over 60 years developing and promoting its products and its 
reputation and brand name are synonymous with quality and tradition. Without these 
attributes, Vitasoy would be unable to survive in the highly competitive China 
beverage market. Hence, it is in Vitasoy's best interests that they capitalize on these 
strengths whenever possible. With this in mind the following recommendation has 
been made. 
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1) Some form of the Vitasoy logo should appear on all VITA products including the 
children's line. 
The majority of the consumers involved in the survey were unaware that VITA 
and Vitasoy were actually part of the same company. This shows that consumers are 
currently confused by the lack of a strong brand image. Placing the logo on the 
package could serve as a quality assurance seal that might promote greater consumer 
awareness and trust for VITA products. The issues of trust and quality are particularly 
important for the children's line, as parents are concerned about their child's health. 
Our survey results show that the Chinese version of the Vitasoy logo inside an ellipse 
(44%) displays a slightly greater preference then the English version (43%) amongst 
Chinese consumers. Since the difference is only 1%, Vitasoy should consider using 
the English version, as it can be further promoted in other countries as well. 
The second core strength addresses a more complex issue that must be looked at 
from both a short-term and a long-term perspective. In the short-term, Vitasoy should 
concentrate on building a local identity that Chinese consumers can easily identify 
with. Our research indicates that currently, Chinese consumers are displaying a 
preference towards local brand names. Although the awareness and sophistication of 
Chinese consumers is rapidly increasing their reaction towards foreign products and 
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methods of advertising is still developing. If Vitasoy can successfully establish their 
logo as a quality assurance seal it can extend its brand equity into new product 
offerings. This allows Vitasoy an added degree of flexibility as it's packaging and 
advertising campaigns can be tailored to match the market trends but it can still utilize 
its brand extension. 
Weaknesses 
Due to the scope of our study, we consider Vitasoy's lack of packaging 
consistency and brand utilization as its greatest weakness. In our initial SWOT 
analysis we cited; the limited resources when compared to large multi-nationals and 
conformance to SEHK regulations as the primary weaknesses and these contribute to 
the first weakness. Consequently, the following recommendations are related to these 
issues. 
2) A set of packaging standards and logo placements should be established for all 
Vitasoy products. 
Currently there are three completely different packages for the children's line. 
There is one package for the yogurt products, one for the soybean products and 
another for the fruit juice products. There is little consistency in these different 
packages and even someone who is familiar with the Vitasoy and VITA brand names 
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might not recognize them. In order to form a strong brand identity, the consumer must 
be able to glance at a range of products and visually recognize that they are part of the 
same company. An example of this would be the Nissan Foods instant noodle 
packaging or even the Campbell soup packaging. Even though there may be some 
differentiation with respect to colors or images, the overall design allows for easy 
association. 
Packaging uniformity and commonality extends into optimization of shelving 
space as well. As our study pointed out, shelf space in retail outlets is limited and 
products of the same company are usually grouped together. If visually the packaging 
is similar then even though there may be color differences consumers will view them 
as a group and not as separate products. This serves to not only enforce brand identity 
but it also acts as a form of in store advertising. 
Vitasoy may not have the same resources as the larger multi-nationals but there 
are areas of market research that would be worthwhile pursuing. The following 
recommendations are for further research that we perceive as beneficial to Vitasoy. 
3) Is the lack of association between the VITA brand name and the Vitasoy brand 
name isolated to just the Guangzhou region? 
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As cited in our limitations and constraints section, there may be factors that 
affected our survey results and created biases in our findings. This does not imply that 
they should be discounted but further testing across different regions may produce 
new insights. Should the findings in different regions support our study then the 
problem should be addressed immediately and co-ordination of marketing efforts 
between the different regions should be closely monitored. 
4) Further taste tests for the products should be conducted. 
Our survey showed that consumers perceived drinks that were less sweet as 
healthier. This again may be a growing trend, as Chinese consumers become more 
health conscious. Mothers in particular stressed their concern over children's drinks 
being too sweet and often this information came to us unsolicited. We know from our 
discussions with the China division of Vitasoy that the formula for products has been 
altered to suit the local tastes. However, the unsolicited nature of the comments 
suggests that many consumers regard the product as too sweet. Reducing the sugar 
content is certainly an option but another option may be developing a separate line of 
products that address health or diet concerns. As we will mention in the next section 
there is a potential market segment that these products could be geared towards. 
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Opportunities 
According to our sources at Vitasoy, they have managed to develop a strong 
presence in the primary and secondary schools in the Shenzhen area through their 
tuck shops. This is an excellent strategy that allows them to penetrate the children's 
beverage market and directly reach their target consumer. Our research strongly 
supports this strategy as the children's market is underdeveloped and there is 
significant growth potential. The following three recommendations are the product of 
our survey findings and focus on areas of refinement for the children's line. 
5) The packaging for children beverages should definitely have some 
differentiation from the normal packaging. 
83 % of our survey respondents showed a strong desire for a differentiation in 
packaging between the normal sized tetra pack and the 125ml pack. In other words, 
respondents felt that the packaging for children's beverages should be clearly 
identifiable as targeted towards the child segment. Size differentiation is not enough 
to identify a product as being meant for children and our survey findings suggest that 
the use of cartoons may be a way of reinforcing the differentiation. This lead us to the 
following recommendation. 
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6) The use of the "soybean" cartoon character needs to be reconsidered. 
Although Vitasoy has made efforts to promote the soybean cartoon character, 
our survey showed that none of the consumers associated this character with Vitasoy. 
This shows that it does not add to the brand identity of the product and should be 
either further publicized or eliminated. The use of cartoon mascots is a popular 
branding tool but it needs to be thoroughly developed actively promoted in order for 
consumers to identify with it. The current children packaging has an array of different 
cartoon images on the various products and this could be adding to the confusion of 
the consumer. If Vitasoy chooses to use cartoons for the sake of differentiation we feel 
that they should conduct market research and refine their choice. By examining the 
Pepsi case study and observing the development of the "Fruitman" character, we can 
see that consumer responsiveness to cartoons is influenced by many factors. 
7) Putting a non-descript cartoon image covering the entire side of the 125ml 
packaging must he stopped. 
For the soymilk and the chocolate soymilk products an entire side has been 
covered with cartoon images of children in different countries involved in different 
activities. (Please refer to Appendix 33 for sample.) While the use of themes is an 
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effective promotional tool the current packaging not only confuses the consumer but it 
could also result in loss of sales. The display practices in the China market are quite 
haphazard and if the store displays the wrong side of the packaging, consumers will 
have no idea what the product is. This is not the way to develop brand loyalty or 
recognition and this practice should be stopped. If a cartoon character can be 
developed that is strongly associated with Vitasoy's products then it might be 
considered for limited promotions, however, a clear indication of the product contents 
i.e. juice, milk, yogurt etc. as well as the company logo should be incorporated 
whenever possible. 
Our research clearly indicates that Chinese consumers are becoming more health 
conscious as their levels of disposable income increases. The success of such local 
brands as Taitai Pharmaceutical further suggests that the female population is a 
thriving segment as well. As mentioned in our findings and analysis section, since the 
majority of our survey respondents were female (78%) and in the 19-25 year old age 
group we isolated this group for analysis and the results have lead to the following 
recommendation. 
8) The potential of the 19-25 year old female demographic specifically as a 
consumer of the children's line should be examined. 
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This recommendation was prompted by observations that were made during the 
process of our market survey. Although the analysis of this particular segment was 
beyond the scope of our survey, the positive response and unsolicited information 
from this group was significant enough to warrant further investigation. The majority 
of respondents from this group informed our research team that they purchased the 
125ml tetra-pak products for their own personal consumption and not for the younger 
members in their family. They preferred the smaller unit size and believed that is was 
more suited for their dieting efforts. From our findings we found that this group 
showed the strongest preference for a weaker taste i.e. less sugar and if the interest 
form this group is strong enough it may be worthwhile considering. For further 
information regarding their preferences please refer back to our findings and analysis 
section. 
Threats 
The biggest threat to Vitasoy is the one posed by the larger multinational 
beverage companies. Their existing products as well as their new product offerings 
will not only increase the competition but this threat will be further compounded once 
China enters the WTO. Vitasoy has already established a reputation for quality; 
however, in order to stay ahead of the competition they must be sensitive to consumer 
needs and preferences. This may come in the form of new products, adjusting the 
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formula or even changing the packaging to address certain market issues. With this in 
mind the following recommendations have been made. 
9) Stress the use of soybeans that have not been genetically engineered. 
The use of genetically engineered ingredients is a growing concern for the 
worldwide food and beverage market. Although this may not be a major issue for the 
China market at this moment, it certainly has raised concern abroad. Until the effect 
of genetically engineered materials has been established it may not be worthwhile for 
Vitasoy to place this information directly on the packaging. However, promotional 
events that inform the public that Vitasoy is not using genetically engineered 
ingredients would reinforce their quality image. Developing these promotions in other 
markets may give Vitasoy a head start for when the issue becomes more prominent in 
China. 
Along these same lines, our research found that China consumers are definitely 
concerned about the contents of the beverages they consume. Many respondents said 
that if they were unsure of the contents of a product they would not purchase it. 
Nutritional value and vitamin content were high on the list of priorities for our survey 
respondents. Fruit juices in particular appeared to be under close scrutiny and real 
juice content was a major concern. However, consumers may not always take the time 
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to look at the content list and we found that the packaging itself can project an image 
of the beverage contents. Given these concerns we have made the following 
recommendations. 
10) Make the product ingredients more pronounced on the packaging 
Consumers showed a strong preference for packaging that clearly displayed the 
ingredients and this preference increased with the age of the consumer. We observed 
the packaging of a popular local milk company, Yili, (please refer to Appendix 34) 
which prominently displayed the ingredients and vitamin content of their product. 
Given the unique nature of their packaging we feel that this could be an important 
factor that is contributing to their success in the China market. There may be other 
more subtle ways of displaying the contents but this requires further investigation. 
However, given the success of this product this may just be an incredibly effective 
marketing tool that gives the consumers what they want. 
11) Use actual photographs offruit on fruit juice packaging instead of graphics 
Chinese consumers are less inclined to consume beverages that they perceive to 
be artificial. The use of artificial colors and images tends to discourage them, 
especially for children's drinks. Our survey showed that this preference for actual 
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photographs increased with the age of the consumer but more importantly, there was a 
strong preference amongst consumers with children versus those without. Although 
Vitasoy's products are not 100% real juice, the flavoring is still representative of the 
fruit image. Vitasoy may even consider increasing the vitamin C content in the fruit 
juices and promoting this aspect, as they did in the calcium enriched soymilk. 
We have already discussed some of the branding issues that Vitasoy should 
address in the first section of the recommendations. Maintaining a clear brand identity 
cross all product categories is important for preventing brand dilution. However, 
knowing who your competition is - can be just as important as it can effect the 
positioning of a product. Once again we obtained information from our survey that 
was beyond the actual scope of study. This insight has led us to ask the following 
question. 
12) Is Vitasoy competing against fresh milk? 
Although this was not a question on our survey, during the course of the survey 
we found that consumers we constantly comparing Vitasoy with fresh milk products. 
It is important to know who your competition is, especially if it's not who you think it 
is. In fact, in the focus group study we found that the participants actually perceived 
Vitasoy as fresh milk with soybeans added to it. We are uncertain if this is something 
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that should be exploited or just left alone. Given the fact that the Horizon Group 
Study showed that soymilk was the least popular category it might be better to allow 
the consumers to perceive it as fresh milk. 
1 
Conclusion 
The results from the survey are only a starting point for further market 
research. There are biases in the results that have arisen from the location of the 
survey and the methods in which the survey was conducted. The 300 plus sample size 
only provides a snapshot of the market but the areas where strong preferences or 
dislikes were displayed should not be ignored. The true value of market research can 
be extremely difficult to quantify and the returns are not always evident. However, we 
believe that the results from the survey have provided valuable information with 
respect to market conditions. This information has allowed us to make 
recommendations that should help Vitasoy optimize their existing strengths, reduce 
their weakness, recognize their opportunities and face their threats. Moreover, we feel 
that the most valuable insights were actually obtained through unsolicited suggestions 
and comments from respondents. This shows the value of direct interaction between 
marketers and consumers that can only be obtained through primary research. 
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APPENDIX 10 
LINE OF PRODUCTS UNDER THE BRAND VITASOY 
VITASOY Soy Bean Milk 
Calci-Plus High Calcium Soya Bean Milk • Regular • Malt • 
Coconut Soya Drink • San Sui Fresh Soya Milk • 
San Sui Fresh Malted Soya Milk 
VITASOY Natural Soya Bean Milk 
Calci-Plus • Calci-Plus High Fibre & Low Fat • Carob Supreme 
Chocolate • Creamy Original • Enriched Original • Creamy 
Unsweetened • Enriched Light Original • Enriched Vanilla • Light 
Cocoa • Light Original • Light Vanilla • Rich Cocoa • Vanilla • 
Vanilla Delite • Green Tea • Enriched Light Vanilla 
VITA Tea Drinks 
Lemon Tea • Chrysanthemum tea • Honey chrysanthemum tea • 
Jasmine tea • Green tea • Oolong tea 
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VITA Milk Products 
Fresh Milk • Pure Milk Drink • Chocolate Milk Drink • Q-Ban 
Chocolate Milk Beverage • Hi-Calcium Low Fat Milk Drink • 
Hi-Calcium Low Fat Chocolate Milk Beverage 
VITA Juice Drinks 
Apple Juice • Blackcurrant Juice • Guava Juice • Mango Juice • 
Orange 
Juice • Pineapple Orange Juice • Sugar Cane Juice • Lychee Juice 
VITA Soft Drinks & Pure Distilled Water 
Lemon Lime • Orange • Cola • Cream Soda • Pure Distilled Water 
VITA Pure Soya Bean Extract & Tofu 
TOFU MATES • SOY-BASED SALAD DRESSING • 
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APPENDIX 10 
FREQUENCIES OF CONSUMING YOGURT IN GUANGZHOU IN THE LAST 
THREE MONTHS 
Number Daily More than Once or 2 or 3 times Once a never 
3 times a twice week a month month or 
week below 
— s T '" 'Tm — - - 47T2 
Male 496 2.2 6.9 15.9 14.5 7.9 52.6 
16-24 106 2.8 11.3 14.2 15.1 5.7 50.9 
25-34 148 2.7 7.4 17.6 20.3 9.5 42.6 
35-44 127 0.8 6.3 14.2 10.2 9.4 59.1 
45-54 72 2.8 2.8 11.1 12.5 9.7 61.1 
55-60 43 2.3 2.3 27.9 9.3 0.0 58.1 
Female 532 6.8 9.2 18.8 15.8 7.3 42.1 
16-24 112 3.6 11.6 17.0 25.0 11.6 31.3 
25-34 157 8.9 7.0 23.6 16.6 8.9 35.0 
35-44 135 5.2 10.4 18.5 11.1 5.2 49.6 
45-54 87 11.5 11.5 16.1 12.6 5.7 42.5 
55-60 41 2.4 2.4 12.2 9.8 0.0 73.2 
Source : IMI Consumer Behaviors & Life Patterns Yearbook, 2000 
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APPENDIX 10 
CONSUMPTION OCCASIONS OF YOGURT DRINKS IN GUANGZHOU 
‘ Dinner Thirsty Evening Before During outing Others 
sleeping _work b r e ^  
S a m p l T ^ K S 6 J — 5 ^ 0 ITTO" —"297? ""而— 
Male 232 25.9 7.3 22.0 5.6 17.7 29.3 18.1 4.3 
16-24 64 20.3 7.8 14.1 7.8 17.2 34.4 18.8 6.3 
25-34 69 20.3 7.2 27.5 4.3 18.8 30.4 21.7 5.8 
35-44 57 33.3 10.5 19.3 5.3 19.3 19.3 21.1 1.8 
45-54 31 35.5 0.0 29.0 6.5 6.5 38.7 6.5 0.0 
55-60 11 27.3 9.1 27.3 0.0 36.4 18.2 9.1 9.1 
Female 290 25.2 6.2 25.5 4.5 16.6 30.0 19.0 4.8 
16-24 77 19.5 9.1 16.9 5.2 9.1 46.8 20.8 3.9 
25-34 91 17.6 6.6 27.5 1.1 15.4 29.7 22.0 7.7 
35-44 76 34.2 3.9 32.9 3.9 21.1 21.1 15.8 3.9 
45-54 30 40.0 3.3 26.7 16.7 33.3 10.0 10.0 0.0 
55-60 16 25.0 6.3 18.8 0.0 6.3 31.3 25.0 6.3 
Source : Ibid 
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APPENDIX 10 
TYPES OF PACKAGE OF CONSUMED YOUGURT IN GUANGZHOU 
% Number Bag Tetra House-shap V-shaped Plastic intensil other  
ed box — t e botye bottle — 
Sampi7"lT8 I? "ill Y l — 犯 4l l3 — 
Male 230 4.8 37.0 28.7 1.3 33.0 3.9 1.7 
16-24 64 4.7 32.8 31.3 1.6 37.5 1.6 0.0 
25-34 68 4.4 45.6 22.1 0.0 26.8 4.4 2.9 
35-44 57 1.8 42.1 24.6 1.8 31.6 3.5 1.8 
45-54 31 9.7 25.8 41.9 3.2 19.4 6.5 3.2 
55-60 10 10.0 10.0 40.0 0.0 30.0 10.0 0.0 
Female 288 2.8 38.2 23.3 2.1 40.6 5.6 1.4 
16-24 76 1.3 38.2 23.7 3.9 40.8 3.9 1.3 
25-34 91 4.4 36.3 24.2 2.2 45.1 4.4 0.0 
35-44 75 1.3 41.3 18.7 1.3 44.0 6.7 2.7 
45-54 30 6.7 10.0 33.3 0.0 10.0 10.0 3.3 
55-60 16 0.0 41.3 18.7 0.0 56.3 6.3 0.0 
Source : Ibid 
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APPENDIX 10 
BRAND HABIT IN CONSUMING YOGURT IN GUANGZHOU 
Number Used in only one Used two or three No brand preference 
brand brands 
Male 235 51.1 35.7 13.2 
16-24 52 46.2 42.3 11.5 
25-34 85 45.9 38.8 15.3 
35-44 52 59.6 28.8 11.5 
45-54 28 50.0 32.1 17.9 
55-60 18 66.7 27.8 5.6 
Female 306 51.0 36.6 12.4 
16-24 77 50.6 32.5 16.9 
25-34 102 51.0 39.2 9.8 
35-44 67 58.2 37.3 4.5 
45-54 49 40.8 38.8 20.4 
55-60 11 54.5 27.3 18.2 
Source : Ibid 
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APPENDIX 10 
RANKING OF CONSIDERATION IN PURCHASING YOGURT IN 
GUANGZHOU 
Ranking Consideration Headcount Percent 
1 Pleasant taste 286 52.9 
2 Reasonable price 172 31.8 
3 Famous brand 168 31.1 
4 Nutritional Content 164 30.3 
5 Easy to buy 140 25.9 
6 Date of purchasing 97 17.9 
7 Out of habit 45 8.3 
8 With preferential terms 37 6.8 
9 Influence of advertising 21 3.9 
9 Appealing package 21 3.9 
10 Introduction of friends 19 3.5 
11 Introduced by shop assistants 7 1.3 
12 Others 2 0.4 
Source : Ibid 
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APPENDIX 10 
RANKING OF IDEAL YOGURT BRANDS IN GUANGZHOU 
Brand Brands Number Percent 
ranking 
1 Danone 453 43.9 
2 Yantang 161 15.6 
3 Fengxing 55 5.3 
4 Flower Fresh 42 4.1 
5 Chenguang 17 1.6 
6 Robust 14 1.4 
7 Wahaha 6 0.6 
7 Yakult 6 0.6 
Source : Ibid 
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APPENDIX 10 
THE MOST FREQUENTLY USED YOGURT BRANDS IN GUANGZHOU 
Number f t o/^  gncf o/^  y d o/� 4th % 
Male 233 Danone 48.9 Yantang 26.2 Fengxing 8.6 Flower 4.7 
Fresh 
16-24 52 Danone 48.1 Yantang 25.0 Fengxing 15.4 Flower 5.8 
Fresh 
25-3 4 83 Danone 45.8 Yantang 30. i Fengxing 9.6 Flower 3.6 
Fresh 
3 5 - 4 4 52 Danone 50.0 Yantang 21.1 Flower Fresh 5.8 Chenguang 3 .8 
Fengxing 5.8 





55-60 18 Danone 61.1 Yantang 22.2 Flower Fresh u i Chenguang 5.6 
Female 308 Danone 57.5 Yantang 21.1 Fengxing 6.5 Flower 3.6 
Fresh 
16-24 77 Danone 6I.0 Yantang 24.7 Fengxing 5.2 Robust 1.3 






25-34 102 Danone 57.8 Yantang 15.7 Fengxing 6.9 Flower 5.9 
Fresh 




45-54 50 Danone 48.0 Yantang 20.0 Fengxing 12.0 Robust 6.0 
55-60 11 _ Danone^^ 72.7 Yantang 18:2 Flower Fresti 9:丄 
Source : Ibid 
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APPENDIX 10 
THE COMPOSITION OF HEAVY CONSUMER OF YOGURT MARKET IN 
GUANGZHOU 
FADS POPULAR INDEX 
— — Nmnber Simple living Orientation — Fashion orientation 
S ^ T e 3 0 6 44A — " 
Daily 47 53.2 46.8 
More than 3 times a 83 37.3 62.7 
week 
1-2 times a week 176 45.5 54.5 _ _ 
ADVERTISING ATTITUDE INDEX 
Number Indifferent orientation Medium Loyal orientation 
Daily 46 37.0 47.8 15.2 
More than 3 times a 83 37.3 53.0 9.6 
week 
1二 :2timggg\Ygg；^ 174 29.9 _6Q.3 9.8 
FOODS AND DRINK QUALITY INDEX  
Number Indifferent orientation Medium Loyal orientation 
Sample" 
Daily 47 25.5 44.7 29.8 
More than 3 times a 83 27.7 44.6 27.7 
week 
1:2 times a week 178 25.3 56.2 18.5 
Source : Ibid 
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APPENDIX 10 
FREQUENCIES OF CONSUMING PACKAGED MILK IN GUANGZHOU IN THE 
LAST THREE MONTHS 
Number Daily More than Once or 2 or 3 times Once a never 
3 times a twice week a month month or 
week below 
S^le""""!^ 1Z8—\\3 "i8l2 \3A 679 
Male 497 10.3 10.5 18.1 14.5 7.8 38.8 
16-24 106 12.3 9.4 27.4 9.4 11.3 30.2 
25-34 149 9.4 10.7 18.8 17.4 7.4 36.2 
35-44 127 11.8 11.0 11.0 15.7 7.9 42.5 
45-54 72 9.7 11.1 12.5 18.1 6.9 41.7 
55-60 43 4.7 9.3 23.3 7.0 2.3 53.5 
Female 535 15.1 12.1 18.3 12.3 6.0 36.1 
16-24 112 15.2 6.3 19.6 18.8 8.0 32.1 
25-34 158 15.2 12.0 24.1 11.4 8.9 28.5 
35-44 137 14.6 16.8 14.6 10.9 4.4 38.7 
45-54 87 18.4 12.6 17.2 9.2 3.4 39.1 
55-60 41 9.8 12.2 7.3 9.8 0.0 61.0 
Source : IMI Consumer Behaviors & Life Patterns Yearbook, 2000 
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OCCASIONS OF CONSUMING THE PACKAGED MILK IN GUANGZHOU 
Number Breakfast Dinner Thirsty Evening Before During outing Others 
sleeping work break 
运 召 y ...研J -- j j TfT— W..’. 2"o "Ti  
M a l e 302 66.6 3.3 14.9 8.9 16.6 9.3 3.0 2.0 
16-24 74 71.6 2.7 10.8 10.8 17.6 10.8 2.7 0.0 
2 5 - 3 4 94 66.0 4.3 11.7 4.3 16.0 12.8 5.3 2.1 
3 5 . 4 4 72 66.7 2.8 18.1 12.5 19.4 4.2 0.0 4.2 
45.54 42 59.5 4.8 21.4 11.9 16.7 7.1 2.4 0.0 
5 5 - 6 0 20 65.0 0.0 20.0 5.0 5.0 5.0 5.0 5.0 
F e m a l e 340 67.6 4.1 I8.2 10.3 6.5 6.5 1.2 2.4 
1 5 _ 2 4 76 69.7 5.3 11.8 7.9 3.9 3.9 0.0 5.3 
2 5 - 3 4 113 62.8 2.7 26.5 15.0 8.0 8.0 0.0 0.9 
3 5 - 4 4 82 73.2 4.9 20.7 8.5 6.1 6.1 3.7 0.0 
45.54 53 67.9 3.8 7.5 7.5 9.4 9.4 1.9 3.8 
5 5 . 6 O 16 62.5 6.3 12.5 6.3 0.0 0.0 0.0 6.3 
Source : Ibid 
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TYPES OF PACKAGE OF CONSUMED MILK IN GUANGZHOU 
% Number Plastic Bag House-shaped box V-shaped box Plastic bottle tin other 
"Sampfe640 522 214 T I u J L7'94 
Male 301 55.5 19.3 1.0 12.0 1.7 10.6 
16-24 74 60.8 18.9 0.0 10.8 1.4 8.1 
25-34 95 58.9 20.0 0.0 8.4 2.1 10.5 
35-44 70 48.6 15.7 4.3 17.1 0.0 14.3 
45-54 42 54.8 26.2 0.0 7.1 2.4 9.5 
55-60 20 45.0 15.0 0.0 25.0 5.0 10.0 
Female 339 49.3 23.2 1.5 15.9 1.8 8.3 
16-24 75 52.0 29.3 1.3 8.0 1.3 8.0 
25-34 112 54.5 22.3 0.9 14.3 1.8 6.3 
35-44 84 46.4 23.8 2.4 19.0 2.4 6.0 
45-54 52 44.2 17.3 1.9 19.2 1.9 15.4 
55-60 16 31.3 18.8 0.0 37.5 0.0 12.5 
Source : Ibid 
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BRAND HABIT IN CONSUMING MILK IN GUANGZHOU 
Number Used in only one Used two or three No brand preference 
brand brands 
Male 302 49.3 29.8 20.9 
16-24 74 48.6 24.3 27.0 
25-34 94 45.7 35.1 19.1 
35-44 73 53.4 30.1 16.4 
45-54 41 48.8 31.7 19.5 
55-60 20 55.0 20.0 25.0 
Female 341 43.1 37.2 19.6 
16-24 76 34.2 39.5 26.3 
25-34 113 45.1 42.5 12.4 
35-44 83 48.2 36.1 15.7 
45-54 53 43.4 30.2 26.4 
55-60 16 43.8 18.8 37.5 




RANKING OF CONSIDERATION IN PURCHASING MILK IN GUANGZHOU 
Ranking Consideration Headcount Percent 
1 Pleasant taste 279 43.3 
2 Reasonable price 225 34.9 
3 Nutritional Content 217 33.7 
4 Famous brand 209 32.5 
5 Easy to buy 174 27.0 
6 Out of habit 113 17.5 
7 Date of production 51 7.9 
8 With preferential terms 35 5.4 
9 Influence of advertising 23 3.6 
10 Introduction of friends 21 3.3 
11 Appealing package 20 3.1 
12 Introduced by shop assistants 12 1.9 
13 Others 4 0.6 
Source : Ibid 
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RANKING OF IDEAL BRANDS OF PACKAGED MILK IN GUANGZHOU 
Brand Brands Number Percent 
ranking 
1 Yangtang 224 21.7 
2 Flower Fresh 214 20.7 
3 Danone 60 5.8 
4 Fengxing 59 5.7 
5 Yili 58 5.6 
6 Chenguang 48 4.6 
7 Dutch Lady 29 2.8 
8 Qinyong 25 2.4 
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THE MOST FREQUENTLY USED MILK BRANDS IN GUANGZHOU 
— — — — — — 
Male 302 Yantang 25.8 Flower Fresh 24.8 Fengxeng 8.9 Yili 8.3 
16-24 74 Yantang 24.3 Flower Fresh 21.6 Qinyong 10.8 Yili 6.8 
Fengxeng 10.8 
2 5 - 3 4 95 Yantang 29.5 Flower Fresh 23.2 Yili 10.5 Fengxing 8.4 
3 5 - 4 4 72 Flower 31.9 Yantang 22.2 Chenguang 11.1 Danone 9.7 
Fresh 
4 5 . 5 4 42 Yantang 28.6 Flower Fresh 21.4 Qinyong 9.5 Yili 7.1 
Fengxeng 9.5 Dutch Milk 7.1 
Chenguang 7.1 
55-60 19 Flower 26.3 Yantang 21.1 Yili 15.8 Danone 10.5 
Fresh Fengzang 10.4 
Female 342 Yantang 27.5 Flower Fresh 25.4 Yili 8.8 Danone 8.5 
16_24 76 Yantang 31.6 Flower Fresh 27.6 Danone 9.2 Yili 5.3 
Dutch Lady 5.3 
Fengxing 5.3 
2 5 - 3 4 113 Yantang 27.4 Flower Fresh 26.5 Chenguang 10.6 Danone 7.1 
35_44 84 Flower 25.0 Yili 9.5 Danone 7.1 Qinyong 6.0 
Fresh 7.1 
Yantang 25.0 “ 
4 5 . 5 4 53 Yantang 28.3 Flower Fresh 20.8 Danone 11.3 Yili 9.4 
Fengxang 9.4 
55-60 16 Flower 25.0 Yantang 18.8 Danone 12.5 Yili 6.3 
Fresh Chengguang 6.3 
Fengxing 25.0 
Source : Ibid 
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FREQUENCIES OF CONSUMING FRUIT JUICE IN GUANGZHOU IN THE 
LAST THREE MONTHS 
Number Daily More Once or 2 or 3 Once a Once two Once never 
than 3 twice times a month months three 
times a week month months or 
week below 
Sarnpi^ni^03 ZO 9?0 1670 Sl 4J S X " — 疋"“― 
Male 496 0.4 1.6 7.5 15.1 6.9 4.2 3.6 60.7 
16-24 106 0.0 0.9 8.5 17.9 8.5 4.7 3.8 55.7 
25-34 150 0.0 2.0 8.0 20.7 7.3 5.3 4.0 52.7 
35-44 126 1.6 0.8 7.9 11.9 5.6 3.2 4.0 65.1 
45-54 72 0.0 1.4 6.9 11.1 2.8 4.2 2.8 70.8 
55-60 42 0.0 4.8 2.4 4.8 11.9 2.4 2.4 71.4 
Female 535 0.2 2.4 10.5 16.8 9.3 5.0 7.3 48.4 
16-24 112 0.0 2.7 17.0 - 20.5 8.9 7.1 6.3 37.5 
25-34 158 0.0 0.6 10.1 22.2 8.9 5.1 7.0 46.2 
35-44 137 0.7 5.1 7.3 13.9 8.8 6.6 8.0 49.6 
45-54 87 0.0 2.3 9.2 12.6 13.8 1.1 8.0 52.9 
55-60 41 0.0 0.0 7.3 4.9 4.9 2.4 7.3 73.2 
Source : IMI Consumer Behaviors & Life Patterns Yearbook, 2000 
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CONSUMPTION OCCASIONS OF FRUIT JUICE IN GUANGZHOU 
Number Thirsty Dinner Banquet Outing Nutritional others 
supplement  
— 6 z T — Y n m " — 7 3 ； 4 五— 
Male 193 63.7 4.1 14.5 29.5 10.9 3.6 
16-24 47 66.0 2.1 8.5 27.7 10.6 4.3 
25-34 70 67.1 4.3 14.3 31.4 8.6 5.7 
35-44 43 51.2 4.7 20.9 32.6 16.3 2.3 
45-54 21 66.7 4.8 23.8 23.8 9.5 0.0 
55-60 12 75.0 8.3 0.0 25.0 8.3 0.0 
Female 271 61.3 3.3 15.9 34.7 15.1 2.2 
16-24 70 67.1 2.9 8.6 44.3 17.1 1.4 
25-34 82 64.6 2.4 12.2 32.9 12.2 2.4 
35-44 68 57.4 4.4 20.6 35.3 14.7 0.0 
45-54 40 52.5 5.0 27.5 30.0 12.5 7.5 
55-60 11 54.5 0.0 18.2 0.0 36.4 0.0 
Source : Ibid 
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TYPES OF PACKAGE OF CONSUMED FRUIT JUICE IN GUANGZHOU 
o/o Number Paper box Plastic Glass bottle Paper cup Tin Aluminium  
bottle^ — can^   
Sample^6 28T 111 I T T — ^ ^ T T — " " l l 
Male 193 27.5 22.3 18.1 0.5 29.0 2.6 
16-24 47 29.8 19.1 23.4 0.0 25.5 2.1 
25-34 70 24.3 18.6 20.0 0.0 35.7 1.4 
35-44 43 23.3 30.2 14.0 2.3 27.9 2.3 
45-54 21 47.6 14.3 14.3 0.0 19.0 4.8 
55-60 12 16.7 41.7 8.3 0.0 25.0 8.3 
Female 273 28.6 23.1 10.6 1.5 34.4 1.8 
16-24 69 46.4 14.5 5.8 0.0 30.4 2.9 
25-34 84 20.2 21.4 9.5 1.2 45.2 2.4 
35-44 68 23.5 30.9 11.8 2.9 30.9 0.0 
45-54 41 24.4 26.8 14.6 2.4 29.3 2.4 
55-60 11 27.3 27.3 27.3 0.0 18.2 0.0 
Source : Ibid 
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BRAND HABIT IN CONSUMING FRUIT JUICE IN GUANGZHOU 
Number Used in only one Used two or three No brand preference 
brand brands 
Male 195 31.8 45.1 23.1 
16-24 47 34.0 44.7 21.3 
25-34 71 32.4 46.5 21.1 
35-44 44 22.7 54.5 22.7 
45-54 21 33.3 33.3 33.3 
55-60 12 50.0 25.0 25.0 
Female 276 28.6 50.0 21.4 
16-24 70 32.9 50.0 17.1 
25-34 85 27.1 57.6 15.3 
35-44 69 27.5 44.9 27.5 
45-54 41 29.3 43.9 26.8 
55-60 11 18.2_ 一爿 4 5 ^ _ _ _ _ _ 
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RANKING OF CONSIDERATION IN PURCHASING JUICE IN GUANGZHOU 
Ranking Consideration Headcount 
1 Pleasant taste 326 69.2 
2 Reasonable price 160 34.0 
3 Famous brand 156 33.1 
4 Easy to buy 104 22.1 
5 Date of producing 82 17.4 
6 Influence of advertising 40 8.5 
7 Out of habit 28 5.9 
8 Appealing package 19 4.0 
9 With preferential terms 14 3.0 
10 Introduction of friends 13 2.8 
11 Given by other people 10 2.1 
12 Offered by working unit 6 1.3 
13 Introduced by shop assistants 2 0.4 
13 Others 2 0.4 
Source : Ibid 
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THE MOST FREQUENTLY USED FRUIT JUICE BRANDS IN GUANGZHOU 
_ _ _ _ _ 
— — „ „ „ 云了吞—„„涵‘石 历 — “ ― „ . . 弓 . . : 表 "SesiHeni 8.8 
Gatorade 9.8 
Male 187 Sunkist 35.5 Gatorade 11.8 Coconut palm 10.2 Yeo's 8.0 
Miranda 10.2 Kangshifu 8.0 
16-24 47 Sunkist 27.7 President 14.9 Gatorade 12.8 Mirinda 10.6 
25-3 4 66 Sunkist 37.9 Coconut Palm 15.2 Gatorade 13.6 Mirinda 9.1 
3 5 . 4 4 43 Sunkist 48.8 Mirinda 11.6 Yeo's 9.3 Kangshifo 7.0 
Gatorade 7.0 
45_54 20 Kangshifu 15.0 Huiyuan 10.0 President 5.0 
Coconut palm 15.0 Sunkist 10.0 Yeo's 5.0 
Gatorade 15.0 Vita 10.0 Kedi 5.0 
Miranda 10.0 
55_60 11 Sunkist 45.5 Yeo's 18.2 Kangshifu 9.1 
Coconut palm 9.1 
Gatorade 9.1 
Mirinda 9.1 
Female 270 Sunkist 33.0 Mirinda 10.7 President 10.0 Coconut 9.6 
. palm 
16-24 70 Sunkist 28.6 President 18.6 Kangshifu 11.4 Gatorade 10.0 
25 -34 81 Sunkist 40.7 Coconut palm 14.8 Mirinda 9.9 President 8.6 
3 5 . 4 4 67 Sunkist 28.4 Gatorade 14.9 Mirinda 10.4 Kangshifu 9.0 
President 9.0 
4 5 . 5 4 41 Sunkist 36.6 Mirinda 14.6 Yeo's 12.2 Gatorade 9.8 
55_60 11 Coconut palm 36.4 Mirinda 27.3 Sunkist 18.2 Huiyuan 9.1 
Huaqi 9.1 
Source : Ibid 
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THE COMPOSITION OF HEAVY CONSUMER OF JUICE MARKET IN 
GUANGZHOU 
FADS POPULAR INDEX 
Number Simple living Orientation Fashion orientation 
• 巫 — — — — 厂 ― 石 : 「 — — — — — — — — • • . . . � — — — — — — — — 
Daily 3 33.3 66.7 
More than 3 times a 21 57.1 42.9 
week 
l-2timesa\\gek 92 40.2 — 59:8 
ADVERTISING ATTITUDE INDEX  
Number Indifferent orientation Medium Loyal orientation 
Daily 3 33.3 “ 33.3 33.3 
More than 3 times a 21 57.1 42.9 0.0 
week 
1-2 times a week 91 24.2 67.0 8.8 
FOODS AND DRINK QUALITY INDEX 
Number Indifferent orientation Medium Loyal orientation 
Sample" 117 24^8 50^ 4"" 2 0 """""""" 
Daily 3 0.0 33.3 66.7 
More than 3 times a 21 14.3 66.7 19.0 
week 
1-2 times a week 93 28 j 473 24.7 
Source : Ibid 
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FREQUENCIES OF CONSUMING SOYBEAN MILK IN GUANGZHOU IN THE 
LAST THREE MONTHS 
Number Daily More than Once or 2 or 3 times Once a never 
3 times a twice week a month month or 
week below 
Sam^n^^'"^"13 —IJ JI Is 4；5 81；9— 
Male 497 0.8 1.6 5.7 4.3 3.0 84.6 
16-24 106 0.0 1.9 4.7 2.8 7.5 83.0 
25-34 149 2.0 0.7 6.7 5.4 3.4 81.9 
35-44 127 0.0 2.4 3.2 2.4 1.6 90.4 
45-54 72 0.0 1.4 9.9 5.6 0.0 83.1 
55-60 43 2.3 2.3 4.7 7.0 0.0 83.7 
Female 535 1.7 1.9 6.0 5.2 5.8 79.4 
16-24 112 1.8 0.9 7.2 7.2 8.1 74.8 
25-34 158 1.3 3.2 7.0 3.2 6.3 79.1 
35-44 137 0.0 0.7 6.6 7.3 5.1 80.3 
45-54 87 5.7 2.3 3.4 4.6 5.7 78.2 
55-60 41 0.0 2.4 2.4 2.4 0.0 92.7 
Source : IMI Consumer Behaviors & Life Patterns Yearbook, 2000 
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OCCASIONS OF CONSUMING THE SOYBEAN MILK IN GUANGZHOU 
Number Breakfast Dinner After Evening Before During Others 
dinner __ — sleej)ing __ work break  
S ^ J ^ i j i ^ e I s T i T5 O """"""T73""lis """""217 — i.6 
M a l e 75 57.3 6.7 8.0 25.3 8.0 18.7 2.6 
16-24 18 63.0 11.1 5.6 27.8 11.1 11.1 5.6 
2 5 - 3 4 27 58.3 0.0 7.4 14.8 7.4 22.2 0.0 
3 5 . 4 4 12 41.7 8.3 0.0 33.3 16.7 16.7 8.3 
45.54 12 66.7 8.3 16.7 33.3 0.0 25.0 0.0 
5 5 . 5 0 7 16.7 16.7 33.3 0.0 16.7 0.0 
Female 109 53.6 5.8 8.2 11.8 17.3 25.5 0.9 
16-24 28 50.0 10.7 0.0 10.7 21.4 21.4 3.6 
2 5 - 3 4 32 51.5 3.0 9.1 21.2 12.1 33.3 0.0 
3 5 - 4 4 27 44.4 3.7 18.5 7.4 18.5 33.3 0.0 
4 5 - 5 4 19 73.7 5.3 5.3 5.3 15.8 10.5 0.0 
5 5 . 5 0 3 66.7 0.0 0.0 0.0 33.3 0.0 0.0 
Source : Ibid 
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BRAND HABIT IN CONSUMING SOYBEAN MILK IN GUANGZHOU 
_ _ ^ ？umlSer Used in only one Used two or three No brand preference 
brand brands 
Male 76 30.3 23.7 46.1 
16-24 18 38.9 11.1 50.0 
25-34 27 29.6 37.0 33.3 
35-44 12 16.7 25.0 58.3 
45-54 12 33.3 16.7 50.0 
55-60 7 28.6 14.3 57.1 
Female 110 33.6 29.1 37.3 
16-24 28 32.1 32.1 35.7 
25-34 33 30.3 33.3 36.4 
35-44 27 44.4 25.9 29.6 
45-54 19 31.6 15.8 52.6 
55-60 3 0.0 66.7 33.3 
Source : Ibid 
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RANKING OF CONSIDERATION IN PURCHASING SOYBEAN MILK IN 
GUANGZHOU 
RankingCon^kkratjon Headcount Percent 
1 Nutritional Content 90 48.4 
2 Pleasant taste 74 39.8 
3 Reasonable price 67 36.0 
4 Date of production 48 25.8 
5 Famous brand 47 25.3 
6 Easy to buy 36 19.4 
7 With preferential terms 16 8.6 
8 Out of habit 11 5.9 
9 High dissolubility 8 4.3 
10 Influence of advertising 7 3.8 
10 Introduction of friends 7 3.8 
11 Appealing package 5 2.7 
12 Others 3 1.6 
Source : Ibid 
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RANKING OF IDEAL SOYBEAN MILK BRANDS IN GUANGZHOU 
Brand Brands Number Percent 
ranking 
1 Yeo's 84 37.7 
2 Weiwei 64 28.7 
3 Nestle 28 12.6 
4 Bingquan 19 8.5 
5 Vitasoy 12 5.4 
6 Nanfang 8 3.6 
6 Yibao 8 3.6 
N= 1034 
Souce : Ibid 
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THE MOST FREQUENTLY USED SOYBEAN MILK BRANDS IN GUANGZHOU 
S ^ j l j ^ l e185 ^o 's 五 厂 l Y g Nestle 8.6 
Male 75 Yeo's 25.3 Weiwei 17.3 Nestle 9.3 




25 -3 4 26 Yeo's 30.8 Weiwei 7.7 Danone 3.8 
Nestle 7.7 Jinxueshi 3.8 
Jingquan 3.8 
Jinyang 3.8 




3 5 - 4 4 12 Nestle 25.0 Weiwei 16.7 Yeo's 8.3 
Vitasoy 8.3 
Nanfang 8.3 
4 5 . 5 4 12 Weiwei 33.3 Yeo's 25.0 Nestle 8.3 
Nanyang 8.3 
Brand;s 8.3 
55-60 7 Yeo's - 28.6 Weiwei 14.3 
Vitasoy 14.3 
Wuyang 14.3 
Female h o Yeo's 25.5 Weiwei 18.2 Nestle 8.2 
16-24 28 Yeo's 21.4 Weiwei 17.9 Vitasoy 10.7 
Nanfang 
2 5 - 3 4 33 Yeo's 27.3 Weiwei 12.1 Bingquan 9.1 
Nanfang 12.1 Nestle 9.1 








45_54 19 Yeo's 21.1 Weiwei 15.8 Vitasoy 5.3 
Weiwei 21.1 Weiji 5.3 
Nanfang 5.3 
55-60 3 Weiwei 66.7 Yeo's 33.3 
Source : Ibid 
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QUESTIONNAIRE FOR SURVEY 
“維他奶”問卷調查： 
1)您曾否聽過或見過“維他奶”或“維他”品牌的兒童飮品? 
有 1 」 沒 有 1 」 
2)您曾否購買過“維他奶”或“維他”品牌的兒童飮品? 
有丨」 沒 有 1 」 
3)請問您知否“ _籠等，’和‘‘謙閲…，這兩個品牌是屬于同一間公司? 






會1—1 不會 I — 
6)您認爲以下那一個最能代表“維他奶”品牌的形象？ 
“維他奶”品牌商標|一| “維他奶”中文字1」 
“維他奶”英文字1—1 “維他奶”玻璃樽1—1 其他 
7)請選擇您在兒童飮品時所考慮的因素，並用數字排列重要程度： 
(“1”代表最重要，“7”代表最不重要） 
— 價格 — 品 牌 — 產 品 成 分 
— 口 味 — 包 裝 — 營 養 度 ， 
— 其 他 
8) “維他奶”及“維他”兒童飮品的表現如何？ 
價格： 非常滿意|__1 一 1—1—1—1—1—1非常不滿意 
品牌： 非 常 滿 意 I — 1 — 1 — 一 I — I 非 常 不 滿 意 
產品成分：非常滿意 I —丨__1 — I — 1 — 1 — L J非常不滿意 
口味： 非 常 滿 意 1 — 1 — L _ l — I — I 非 常 不 滿 意 
包裝： 非常滿意1—1—1—1—1—1—I 一I非常不滿意 
營養度：非常滿意1—1—1—1—1—1—1—1非常不滿意 






一 一 不 含 防 腐 劑 新鮮 天然 
— 含維他命 高 ® 不加任何色素 









— 椰 樹 — 羅 白 氏 — 美 津 
— 維 他 奶 / 維 他 — 楊 協 成 — 娃 哈 哈 
— 統 一 — 雀 巢 — 其 他 
15)除了“維他奶”或“維他”外，您會購買那一種兒童飮料品牌？ 
— 椰 樹 — 羅 白 氏 — 美 津 
— 楊 協 成 — 娃 哈 哈 — 統 一 — 雀 巢 
其他 
— 不 會 購 買 其 他 品 牌 -
17) 男 U 女 U 
18) 1 8 歲 以 下 I 」 
19 至 25 I— 
26 至 35 I— 
36 至 45 1—1 
46或以上1—1 
19)子女狀況： 沒有 | _ |有 1」 
子女人數 男1—1 女1—1 
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SAMPLE OF VITASOY'S 125ML CHILDREN'S PACKAGING 
l o i t i k f m ‘ IfHTjfH 
Extract. Su-；^' | 
隱 s • ？ — M l a ； 
ftntot御微AJ風B1 洲dB2), / I gmm 
! mm^m 
. � � u 卿 ” . 
APPENDIX 34 
SAMPLE OF YILI BRAND MILK PACKAGING 
: i C ^ LB-31-98010SQ511 : � � � , � 
师 , ⑩ • 誦 
烧 I • 遍 i S m ^ ^ 甚 ^ M B M B — I 
！ • ^ J 秘 \Vw ； — 
: � w 答吻 ^ K X g — i p M 顯 國 觀 
> i 邏 醞 》 細 
滋 纯 職 I 丨 1 — M i — i 
奋 • • 鼸 1 _ _ 隱 
J ^ ^ 净 含 鱟 I 场境a滚澳匆ft級s包 
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